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Nowadays, when digital marketing becomes an integral part of a successful enterprise strategy, the rapid development of digital technologies and the active participation of users in the online space make it necessary to study the specifics of online promotion in various countries. In the restaurant business, where competition is intense, understanding the specifics of digital marketing becomes a key element of successful market entry.
This work is a project to develop an online strategy for promoting the fast-food restaurant “Cabana Burgers" in Sao Paulo, Brazil.
Cabana Burger, the pioneer of the fast-food concept, has gained its place in the hamburger segment since its founding in 2016. Thanks to the innovative menu, well-known partnerships and unique consumer experience, the brand already has 24 own stores in the capitals and interiors of Sao Paulo and Rio de Janeiro. Now, aiming for nationwide expansion, the network is betting on a franchise model, offering exclusive benefits to first-time investors. The capital injection allowed the network to expand to 24 stores even in the face of the complex Covid-19 pandemic. Now, with a solid business model, proprietary technology and a central kitchen ready to serve 100 more stores unchanged, the chain represents the perfect time to franchise the business and conquer Brazil.
During an interview with the owner and manager of one of the franchises, the company's problem was revealed: a weak online promotion strategy which is characterized by the fact that the company is not sufficiently present on Internet resources, which negatively affects the reputation of the restaurant. In addition, the restaurant does not have its own social networks, such as Instagram, as a result of which the guests of the restaurant do not receive promptly updated information about important events of the restaurant. Since the target audience of the restaurant is quite extensive and includes most of the younger generation aged 16 to 24 years. Cabana Burgers needs to be present on various Internet platforms, especially on social networks, in order to effectively interact with the target audience
The company's project to improve the strategy for the online market involves the development of a full-fledged infrastructure on the Internet, as well as its promotion using various methods and tools.
The relevance of this topic consists of practical assistance to the company in solving the problem of weak online marketing to promote the restaurant.
The goal of the work is to develop an online promotion strategy for “Cabana Burgers” restaurant. 

To achieve this goal, the following objectives must be completed:
· Characteristics of the company and formulation of the management problem.
· Characteristics of the methodology 
· Analysis of the Brazilian fast-food market 
· Developing of an online promotion strategy for the company 
· “Cabana Burgers”
The object of the study is the restaurant “Cabana Burgers”
The subject of the study is an online promotion strategy for “Cabana Burgers” restaurant. 
Methodology of work: 
The methodological approach for this project is a mixed mix of quantitative and qualitative materials with the analysis of primary and secondary data.
To give the basis for the research the literature review explains the concept of digital marketing and its importance for a business as well the differences between digital marketing and traditional one. The study also examines the advantages and disadvantages of digital and traditional marketing. The literature itself is used from open databases: Google Scholar, CyberLeninka, EBUSCO, as well as the open database GSOM library.
The main research tools for this project:
1. Surveys with the Brazilian target audience
Respondents were selected from the city of Sao Paulo, Brazil, they were collected from Facebook groups and also included students from the Brazilian FGV University, including both local and exchange students. This method of selecting respondents allows to cover a variety of socio-cultural groups and obtain diverse opinions and data for research. This approach provides a wide range of answers and an accurate representation of the opinions and views of various groups on the issues under consideration, which makes the survey results more representative and informative. The results of the surveys provide insights into consumer expectations and preferences regarding the restaurant's online presence on Internet platforms, and help to determine the online promotion strategy.
2. Interviews with the management of a franchisee restaurant.
The semi-structured interview was conducted with the management of Cabana Burgers restaurant. A structured interview was a form to conduct in-depth interviews. Open-ended questions were asked so that participants could freely express their thoughts and feelings, which will helped to create an atmosphere of trust and establish contact. After the open questions, more structured questions were asked that helped to get specific information on certain topics, such as current problems of the company, identification of the current target audience of the restaurant and identification of needs to create a marketing strategy. The results of the interview were analyzed and taken into account when developing an online promotion strategy
The work also involves an analysis of the fast food market in Brazil, PEST and Porter's 5 forces analyses. PEST analysis (political, economic, socio-cultural and technological) allows to assess external factors affecting business, such as legislation, the economic situation, socio-cultural trends and technological innovations. The analysis helps to understand the macro environment in which the restaurant operates and predict possible changes, which is important for developing a strategy that takes into account external factors. On the other hand, Porter's 5 Forces analysis allows to assess the competitive environment, including the threat of new entrants, the strength of buyers and suppliers, the threat of replacement, and the degree of competition in the industry. This analysis helps to identify the key factors affecting the competitiveness of the restaurant and help develop an effective online promotion strategy, taking into account the specifics of the market and the competitive environment in Brazil.
When creating and developing an online restaurant promotion strategy in Brazil, benchmarking is used to compare with the best restaurants in Brazil that successfully use online promotion. To conduct benchmarking, data on best practices in the industry is collected, a comparative analysis and evaluation of the restaurant's own business processes with best practices will is conducted. The analysis identifies the strengths and weaknesses of the company's current online promotion strategy, as well as the opportunities and challenges presented by the Brazilian catering market and digital marketing trends.
In addition to the interviews with management, the project will also analyze secondary data such as market research reports, industry publications, and the company's existing online presence. This multi-faceted approach will help to mitigate the risk of bias and provide a more balanced view of the company's strengths, weaknesses, and opportunities for improvement.
Limitations:
· One of the primary limitations of this research project is the potential for bias in the purposive sample of the company's management. To address this concern, the project will employ a triangulation approach, gathering data from multiple sources and perspectives to ensure a more comprehensive understanding of the research topic.
· It is important to note that the findings of this research may not be generalizable to other contexts or industries. 
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This chapter will present the Cabana Burgers company, including its history, mission and values. Next, the terms of the franchise governing the marketing activities of the franchisee will be considered, with an emphasis on permissible and prohibited practices. In conclusion, the theory of digital marketing will be outlined, which will allow a deeper understanding of modern methods and strategies for promoting the restaurant business in the online space.
[bookmark: _Toc167573666][bookmark: _Toc167657733]1.1 Company description:
Cabana Burgers is a Brazilian-themed restaurant chain that has made its mark in the fast-food industry in Brazil. The company was established in 2016 and has since become one of the main burger chains in the casual dining segment in the country, with a presence in Sao Paulo and Rio de Janeiro. Cabana Burgers is known for its high-quality burgers and environment, which has earned it a prominent position in The World’s 50 Best Burgers ranking in 2020, placing on the 46th place. (The 50 Best Burgers Ranking in the World, 2019)
There are more than 700 workers in Cabana Burgers, the company tries to create a strong employer brand. Based on the information from the official website the mission of the company: “Seremos os melhores, não importa onde estivermos! Não só nossos hambúrgueres são deliciosos. A experiência Cabana também.” Which can be translated from Portuguese to English as: “We will be the best no matter where we are! Not only our burgers are delicious. The Cabana experience too.” (Cabana Burgers Official Website, 2024)
The values of Cabana Burgers include:
· Do more with less
· Respect
· Think and act like an owner
· Always do
· Listen to what happens around
· Teamwork
[image: CABANA BURGER PARK SHOPPING SÃO CAETANO, Sao Caetano do Sul - Menú, Precios  y Restaurante Opiniones - Tripadvisor]
Caba Burgers in ParkShopping São Caetano 

The company's growth strategy includes expanding its footprint to meet rising demand, with a focus on offering healthier options and enhancing the overall customer experience to sustain its growth in the market. In 2020, Cabana Burgers implemented Oracle's technology solutions to streamline its online ordering process and kitchen operations, reducing delivery time to customers by 10 minutes and increasing delivery orders by 400% over the year prior.
Cabana Burgers has also leveraged digital channels to adapt to the challenges posed by the pandemic, pivoting to an all-delivery model and utilizing real-time insights into inventory and sales data to better manage inventory and ensure a consistent customer experience. 
The capital injection allowed the network to expand to 24 stores even in the face of the complex Covid-19 pandemic. Now, with a solid business model, proprietary technology and a central kitchen ready to serve 100 more stores unchanged, the chain represents the perfect time to franchise the business and conquer Brazil.
Investing in the Cabana Burger franchise represents a contribution of 1.5 million reais to stores with an area of 120 m2 or more. Restaurants can have a full staff of a salon or a self-service station. The payback period is 36 months, with 7% royalties and 1% of the advertising fund. However, pioneers will receive a 50% discount on the franchise, which is a mandatory advantage. The network is structured to serve the whole of Brazil, but is focused on cities with a population of 200 thousand people, especially in Sao Paulo, Rio de Janeiro and Minas Gerais. In 2022, the food franchise sector recorded a record movement of 60 billion reais, indicating an increase of 18% compared to 2021.
[bookmark: _Toc167573667][bookmark: _Toc167657734]1.2 Regulatory rules of the Cabana Burgers franchise regarding marketing activities
 Regulatory rules of the Cabana Burgers franchise regarding marketing activities, made by author
	Allowed actions:

	Creation own social networks:
	Conducting local marketing campaigns:
	Working with influencers:
	Using CRM Systems:

	· Franchise owners are allowed to create and maintain their own accounts on social networks such as Instagram, TikTok, Facebook and others.
· The content must comply with the general standards of the Cabana Burgers brand and its values.
· All accounts must be registered under a brand name with a specific location (for example, @CabanaBurgers_ SãoCaetano)
	· Franchise owners can develop and launch local marketing campaigns aimed at attracting customers to their specific establishment.
· Campaigns can include promotions, discounts, special events and local promotional activities.
· All campaigns must be pre-coordinated with the central office of Cabana Burgers to ensure compliance with the overall marketing strategies of the brand.
	· Franchise owners can sign contracts with local influencers to promote their restaurants.
· Content created by influencers must be pre-approved by the central office of Cabana Burgers.
	Franchise owners can implement and use CRM systems to improve customer interaction and marketing campaign management.
The systems must be compatible with the common Cabana Burgers infrastructure and provide data to the central office for analytics.

	Prohibited actions:

	Use of unbranded content:
	Launching advertising campaigns without approval:
	Use of unconfirmed data:
	Duplication of content:

	It is prohibited to publish content that does not comply with the brand standards of Cabana Burgers, including visual and textual materials.
All publications must comply with the corporate identity and reflect the company's values.
	Franchise owners are prohibited from launching large advertising campaigns without prior approval from the central office.
This includes outdoor advertising, television, radio and other major media channels.
	It is forbidden to use unconfirmed or false data in marketing materials.
All data must be verified and true to maintain customer trust in the brand.
	It is forbidden to simply duplicate content from other platforms without adapting it to a specific social network. 



Based on the terms of the Cabana Burgers franchise, restaurants are allowed to create and manage their own social networks, as well as conduct marketing campaigns, which allows them to maintain a local presence and active interaction with customers. However, they must strictly adhere to the vision and rules set by the franchise. This includes the use of branded visual elements such as logos, color schemes, and content styling to maintain a unified brand identity.  Restaurants are required to coordinate major marketing campaigns with the head office to ensure compliance with corporate standards and brand strategy. This helps to prevent potential inconsistencies and maintain brand integrity at all levels. All promotional materials, from print to digital, must be pre-approved to ensure their compliance with corporate norms and rules. In addition, it is important to take into account that any deviations from the established corporate identity can lead to sanctions from the head office. This may include demands for correction or even a temporary suspension of marketing activities until violations are eliminated. Thus, franchisee restaurants can actively participate in marketing activities, but at the same time they must carefully monitor compliance with all conditions and recommendations of the franchise in order to maintain the high standard of the Cabana Burgers brand and contribute to its sustainable growth and development.
[bookmark: _Toc167573668][bookmark: _Toc167657735]1.3 Digital marketing theory
In order to better understand what digital marketing is, this chapter will cover the main aspects of this area. We will start by defining digital marketing and its key differences from traditional marketing. Then let's look at the history of digital marketing to understand how it has evolved over time. Finally, we will look at the current trends that have influenced digital marketing in recent years.
[bookmark: _Toc167573669][bookmark: _Toc167657736]1.4 Digital marketing concept
Marketing strategies always have as their ultimate goal a long-term forecast to plan activities that will achieve sustainable competitive advantages. In principle, the basis of a marketing strategy consists of two main positions: analysis of the initial state and a set of measures to achieve the final goal. (ABDAKOVA, 2016)
At the same time, all business participants understand that without a system of active communications that are focused on mass contacts with consumers and a dynamically changing external environment, one cannot count on the effectiveness of a marketing strategy. That is why the developers of such strategies are focused on social networks. Apparently, we should agree that social networks represent a global communication platform on the basis of which competitive scenarios of representatives of various interests are implemented. (Grigor'ev, 2019)
Digital marketing appears to be the most promising and effective tool in such conditions when the entire communication process is focused on social networks. This is due to the fact that competitive marketing communications in their content are predominantly qualitative - technological, when even price and pricing policy no longer play a decisive role.
[bookmark: _Toc167573670][bookmark: _Toc167657737]1.5 Digital Marketing
To gain a comprehensive understanding of digital marketing, it is essential to examine various definitions that highlight different aspects of this field. By analyzing and synthesizing these definitions, we can arrive at a single, unified definition that encapsulates the core idea of digital marketing.
The first definition we will consider is from Ryan, Damian, and Jones, who describe digital marketing as "the process of using digital technologies for creating, communicating, and delivering value to consumers, as well as for managing customer relationships." This definition emphasizes the importance of using digital technologies to create and deliver value to customers, as well as managing customer relationships.
The second definition comes from Chaffey and Ellis-Chadwick, who define digital marketing as "marketing activity that is based on the use of the internet and digital technologies for achieving marketing objectives." This definition highlights the role of the internet and digital technologies in achieving marketing objectives, which is a crucial aspect of digital marketing.
Finally, Smith defines digital marketing as "a set of marketing actions that are carried out with the use of digital channels of communication and tools, aimed at attracting and retaining customers, as well as increasing their loyalty and satisfaction." This definition focuses on the actions and goals of digital marketing, which include attracting and retaining customers, as well as increasing their loyalty and satisfaction.
By synthesizing these definitions, we can arrive at a unified definition of digital marketing that reflects its core idea. Digital marketing is a comprehensive strategic approach that uses digital technologies and channels to create, communicate, and deliver value to customers, while also managing customer relationships. It involves the use of various online channels and tools to reach a wider audience, increase brand awareness, drive sales, and improve overall marketing effectiveness. (Krügerke, 2009)
Digital marketing allows companies to reach a wider audience, increase brand awareness, increase sales and the effectiveness of their overall marketing efforts. It is constantly evolving with changes in technology and consumer behavior, and for businesses it is an important component of a successful promotion strategy. (Goncharenko, 2023)
[bookmark: _Toc167573671][bookmark: _Toc167657738]1.6 The fundamental difference between online marketing and traditional marketing
To understand the differences between traditional and digital marketing, we will look at their tools, characteristics and advantages/disadvantages.
Traditional marketing includes marketing strategies and tactics that have been used for decades, such as print advertising, television and radio advertisements, direct mail marketing and telemarketing. These methods are often expensive and time-consuming, requiring significant resources for production and distribution. However, they can be very effective in reaching a wide audience and building a brand.
Digital marketing, on the other hand, includes marketing strategies and tactics that use digital channels and technologies such as social media, email, search engine optimization (SEO) and content marketing. These methods are often more cost-effective and flexible than traditional marketing strategies, allowing businesses to reach their target audience and track the success of their campaigns in real time.
Below are two tables that reveal the main tools of traditional and digital marketing. These instruments were selected based on the works of A. F. Mukhtasarov, A. V. Zhukov, I.N. Fedunova and D.V. Rozhkov. (Mukhtasarov, 2017) (Zhikov, 2011) (Fednov, 2009) (Rozhkova, 2015)
Traditional marketing tools advantages and disadvantages
	Tools
	Description
	Advantages
	Disadvantages

	Advertising in the media (ATL advertising)
	Includes various channels such as television, radio, and print media (newspapers and magazines). These channels can reach a large audience and are effective for building brand awareness and promoting products or services
	Wide reach to a large audience.
High brand recall and awareness.
Can be targeted to specific demographics.
Can be more memorable than digital ads due to their tangible nature

	Expensive compared to digital marketing.
Limited ability to track and measure results.
Less personalized than digital marketing.
Less adaptable to changes in real-time.


	Outdoor advertising

	This form of advertising includes billboards, bus shelters, and other forms of out-of-home advertising. These ads are designed to reach people while they are outside of their homes and can be highly effective for building brand awareness and promoting events or products
	High visibility and impact.
Can reach a large audience in a specific location.
Can be memorable and attention-grabbing.
Can be targeted to specific locations.

	Expensive compared to digital marketing.
Limited ability to track and measure results.
Can be ignored or overlooked by audiences.
Limited ability to target specific demographics.


	Exhibition/fair events

	These events provide an opportunity for businesses to showcase their products or services to a targeted audience. They are effective for building brand awareness, generating leads, and establishing relationships with potential customers
	Highly interactive and engaging for attendees.
Opportunities for networking and relationship-building.
Can showcase products and services in a tangible way.
Can generate leads and sales.

	Expensive to participate in and organize.
Limited reach beyond attendees.
Can be time-consuming and require significant planning.
Can be impacted by external factors such as weather or attendance.


	Events

	Events such as seminars, conferences, and workshops can be used to educate and engage with potential customers. They are effective for building brand awareness, establishing thought leadership, and generating leads
	Highly engaging and interactive for attendees.
Opportunities for networking and relationship-building.
Can generate leads and sales.
Can create a memorable experience for attendees.

	Expensive to organize and execute.
Limited reach beyond attendees.
Can be time-consuming and require significant planning.
Can be impacted by external factors such as weather or attendance.


	Television or radio commercials
	These commercials are a form of advertising that can reach a large audience. They are effective for building brand awareness, promoting products or services, and generating leads
	High reach and impact.
Can be memorable and attention-grabbing.
Can be targeted to specific demographics.
Can be highly engaging and emotional

	Expensive compared to digital marketing.
Limited ability to track and measure results.
Can be ignored or overlooked by audiences.
Can be impacted by external factors such as channel selection or timing

	Newspaper or magazine ads
	These ads are a form of print advertising that can reach a targeted audience. They are effective for building brand awareness, promoting products or services, and generating leads
	Highly targeted to specific demographics.
Can be memorable and attention-grabbing.
Can be highly engaging and informative.
Can be targeted to specific locations.
	Expensive compared to digital marketing.
Limited reach beyond subscribers.
Limited ability to track and measure results.
Can be impacted by external factors such as distribution or timing.

	Direct Sales
	Direct sales involve selling products or services directly to customers, often through face-to-face interactions. This approach is effective for building relationships with customers, generating sales, and establishing brand loyalty
	Highly personalized and targeted.
Can generate leads and sales.
Can build relationships and trust with customers.
Can provide immediate feedback and results.

	Expensive compared to digital marketing.
Limited reach beyond direct contacts.
Can be time-consuming and require significant effort.
Can be impacted by external factors such as competition or customer preferences.



Digital marketing tools advantages and disadvantages
	Tools
	Description
	Advantages
	Disadvantages

	SEO (Search Engine Optimization)
	Optimizing a website and content for better visibility on search engines, which helps attract organic traffic. Achieved on a text resource, which consists of four parts:
Unique content;
Adding keywords, i.e. queries that Internet users ask in the search bar;
Compliance with special parameters when composing texts, the ratio of which is recognized by the search robot as optimal and thereby ensures more views.
Technical optimization of the resource (markup) in accordance with the requirements of search engines.
	Increases website visibility and organic traffic.
Helps in targeting specific audiences.
Provides measurable results through analytics.

	Requires continuous adaptation due to evolving search engine algorithms.
Can take time to see significant results.
Risk of negative SEO practices impacting website ranking.


	SMM
	SMM is a digital marketing tool that uses social media platforms to promote products or services, engage with the audience, and build brand awareness. It involves creating and sharing content, running social media ads, and interacting with followers to increase brand visibility and loyalty.
	Enhances customer engagement and brand loyalty.
Allows for personalized campaigns.
Offers flexibility and adaptability in real-time.
Provides a platform for direct communication with customers.
	Requires consistent content creation and management.
Risk of negative feedback impacting brand reputation.
Can be time-consuming to maintain multiple social media channels.

	Media advertising
	Media advertising is a digital marketing tool that involves placing ads on various media channels such as websites, mobile apps, and streaming platforms. It includes display ads, video ads, and native ads that can be targeted to specific audiences based on demographics, interests, and behaviors.
Mainly serves to inform and attract customers, but sales can be made through the use of clickable banners that take the user directly to the online store.
	Reaches a wide audience across various media channels.
Offers diverse ad formats like display, video, and native ads.
Enables targeted advertising based on demographics and interests.
Provides measurable results through analytics

	High competition in the digital advertising space.
Risk of ad fatigue and audience saturation.
Potential for ad blockers affecting ad visibility.

	Contextual advertising
	Contextual advertising is a digital marketing tool that shows ads to users based on the content they are viewing on a website or mobile app. It uses keywords and topics to match the ads with the content and audience, ensuring that the ads are relevant and engaging to the users.
	Shows ads based on relevant content, increasing engagement.
Enhances ad relevance and user experience.
Allows for targeted advertising based on user interests.
Provides measurable results through click-through rates

	Relies on accurate content targeting for effectiveness.
Risk of ad misplacement in inappropriate content.
Limited control over where ads are displayed.


	Targeting
	Targeting is a digital marketing tool that allows marketers to reach specific audiences based on their demographics, interests, behaviors, and location. It includes various types of targeting such as interest-based targeting, behavioral targeting, and geographic targeting, which can help increase the relevance and effectiveness of the ads.
	Enables precise audience targeting based on demographics and behaviors.
Improves campaign relevance and effectiveness.
Enhances ROI by reaching the right audience.
Provides detailed analytics for optimization
	Requires accurate data for effective targeting.
Privacy concerns related to data collection.
Risk of oversaturation and audience fatigue with targeted ads.

	Direct marketing
	Direct marketing is a digital marketing tool that involves sending personalized and targeted messages directly to potential customers through various channels such as email, SMS, and social media. It aims to drive immediate action and response from the audience, such as making a purchase, filling out a form, or subscribing to a service. 
Analogous to classic direct sales, includes:
Email newsletter
RSS feed
The difficulty of selling through a mailbox is that clients are literally inundated with offers of this kind, so they filter incoming correspondence very carefully. Therefore, email newsletters are now akin to art - email - marketers go to various lengths to get emails opened (to measure CTR) and increase their conversion (the percentage of the number of people who made a purchase to the total number of emails sent).
RSS is a newsletter in the form of a news feed with clickable headings and a summary. The convenience for the user is that he can view this information without leaving his mailbox
	Allows for personalized and targeted messaging.
Drives immediate action and response from customers.
Enhances customer engagement and loyalty.
Provides measurable results through response rates.
	Requires careful segmentation and targeting for effectiveness.
Risk of being perceived as intrusive if not well-executed.
Can be time-consuming to manage personalized campaigns effectively.


After analyzing the main advantages and disadvantages of digital and traditional marketing tools, it can be concluded that traditional marketing remains an important component for business, however, with the advent of digital marketing, many processes have become more efficient and economical. Almost all traditional marketing tools are more expensive than digital ones, which makes digital marketing more attractive in terms of saving resources. In addition, digital tools cover a significantly larger part of the young audience, which makes them more attractive for businesses seeking to attract and retain young consumers.
In addition, online marketing tools provide the server with many more functions. (Chorny, 2023)
In particular, they allow:
· introduce a potential client to a product or service in all details
· collect customer contact information in order to also return them to purchase via the Internet;
· make a sale directly online;
· receive full feedback and promptly respond to customer complaints;
· organize and conduct interactive sales promotion events (allowing, if necessary, sales to be carried out directly in them
A huge advantage of online marketing is also its flexibility, i.e. the ability to change the strategy or choose other tools at any stage. While in offline marketing, you will first have to fully master the allocated budget in order to plan new events or make adjustments to the existing plan.
The question of the relationship between the spheres of traditional marketing and Internet marketing has been one of the most discussed among Internet marketing specialists for many years. At the initial stages of the development of the Internet, many believed that soon virtual space could almost completely replace reality, that work, shopping, entertainment and communication would take place exclusively through the Internet. But now we see that Internet marketing does not replace, but only complements traditional marketing.
F. Virin , research director of the Mail.ru portal and author of the book “Internet Marketing. A complete collection of practical tools,” notes that the field of activity of traditional marketing is much wider than the field of activity of Internet marketing. (Virin, 2017)
Traditional marketing is engaged in analyzing demand, analyzing competitors, analyzing opportunities and creating tasks for production, testing products on potential consumers, promoting products, etc. Internet marketing, in turn, largely helps promote products on the Internet, analyze demand and competitors' proposals, and in some cases test the product, but is in no way related to production planning. (Kovaleva, 2016)
[bookmark: _Toc167573672][bookmark: _Toc167657739]1.7 What digital marketing allows:
Possibility of performance measurement . In this environment, all necessary indicators can be measured. In addition, this can be done quickly and efficiently using specialized programs, plugins, etc.
Possibility of selling goods in new markets . The Internet and marketing therein have no boundaries and allow clients to use the services of companies around the world, and companies to explore more and more new markets. Today, most consumers make purchases in online stores, saving a significant amount of time. Over the last few years , e-commerce has become an indispensable part of global retail , according to the Forbes, 20.1% of retail purchases are expected to take place online in 2024, By 2027, 23% of retail purchases are expected to take place online. (Snyder, 2024)
Targeted impact on the target audience . Advertising on television, radio and other classic tools of traditional marketing are characterized by a low cost per contact. But they cannot be called effective tools, because the coverage of television, radio and other things is quite wide and there is no specific focus on the target audience. Thematic sites, communities and forums allow businesses to solve this problem. In this case, the company is guaranteed to hit the target with its advertising.
The advantages of Internet marketing also include speed of action . The modern world is changing very quickly, so it is necessary to quickly respond to changes. And online marketing allows businesses to do this. Launching a new advertising campaign, research, etc. takes no more than two days. In addition, the consumer reaction will also not be long in coming. (Kolomyts, 2019)
Impact on a large audience. According to Statista , as of January 2024, there were 5.35 billion internet users worldwide, which amounted to 66.2 percent of the global population. Of this total, 5.04 billion, or 62.3 percent of the world's population, were social media users. (Statista, Number of internet and social media users worldwide as of January 2024, 2024)The average daily social media usage of internet users worldwide amounted to 143 minutes per day in 2024. (Statista, Daily time spent on social networking by internet users worldwide from 2012 to 2024, 2024) These data indicate that More than half of the world's population uses the Internet, making digital marketing a powerful tool.
Why business need digital marketing?
· Customer Acquisition: Digital marketing allows to reach a wide audience online and drive potential customers to a website or social media profiles
· Increasing Brand Awareness: The right digital marketing strategy helps strengthen a brand and make it more recognizable among competitors.
· Increased Sales: With the help of digital marketing, businesses can increase their conversion and consequently increase their sales.
· Effective and Measurable: Digital marketing allows to accurately measure results in real time, allowing to adjust the strategy and budget.
· Improvement return on investment 
· Analysis of the audience's reaction
The effectiveness of digital marketing is assessed through metrics such as:  
1) CTR or click-through rate of advertising materials, allows to determine how many people were interested in the message and clicked on it. It also allows to determine whether a particular advertising message is worth using, 2) PC or cost per click - allows to determine what costs the company incurred per contact, that is, per click. This indicator can also be used to judge the effectiveness of the tool used. 3) CPA indicator or cost of target action. Similar to the previous one. The difference is that in this case it is possible to estimate how much advertising costs are incurred per action. 4) CPS or cost per sale – allows to determine how much expenditure was made for a certain number of sales or what result is obtained during a certain instrument. (Flores, 2013)
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Although the conceptual origins of the internet date back to the 1960s, the World Wide Web was created by scientist Tim Berners-Lee in 1989. His initial goal was to connect computer networks at his employer - Conseil Européen pour la Recherche Nucléaire, more commonly known as CERN. (UWA, 2019)
The evolution of online marketing can be divided into 3 stages:
Search engines – 1990.
In September 1993, the first advertising link to the website of a law firm in Silicon Valley was posted on the Internet, and a year later, on October 27, 1994, the American cellular and telephone operator AT&T posted the first graphic banner . Sockets cryptographic protocol in 1994 Layer, which made it possible to encrypt credit card data transmitted by the client, which ensured high security of transactions on the Internet. (Kotler, 2014). In Among the first companies to successfully use this protocol were the Hut fast food restaurant chain, which made it possible to order pizza via the Internet, and the First Virtual online bank (Kotlyarov, Internet marketing complex 2014)
Social media – 1997 (WEB 2.0)
Further, the 1990s and early 2000s were accompanied by the emergence of a large number of social networks and the dynamic development of WEB 2.0 and the new philosophy of Internet communication, which assumes that communications on the Internet should be multilateral. The first social network was the site classmates.com, which united people who wanted to find and maintain contact with their classmates. In 1999, a platform for maintaining personal diaries and participating in communities of interests appeared, LiveJournal . In 2003, the professional social network LinkedIn launched, allowing its users to post resumes and companies to post job openings. This made it possible to use Internet marketing not only to advertise goods and services, but also to build the company’s HR brand. In 2004 and 2006, the most popular social networks today, Facebook and Twitter, were launched . The main consequence of the widespread use of social networks for Internet marketing was the emergence of the opportunity to display advertising based on highly accurate targeting based on socio-demographic and behavioral characteristics, which significantly increased the effectiveness of Internet advertising. (Trout, 2007)
Mobile Marketing – 2015
In 2015, instant messengers began to form a separate channel for companies to communicate with consumers, and the number of public chats and channels increased by an order of magnitude. Viber released several services for business, including adding the ability to create a public account, with which brands were able to communicate directly with consumers. (Advertology.Ru, 2016). In 2016–2017. Video content began to actively develop as a separate area. According to Brand Analytics , on social networks, on average, 7% of the content was videos, while among viral content, videos accounted for more than 50%. Stories appeared, short videos disappeared, and the amount of video content and broadcasts increased on almost all social networks. (Analytics, 2016)
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Video formats
According to video marketing statistics from Wyzowl , 91% of businesses use video as a marketing tool – maintaining an all-time high since the tracking has been started from 2016. (Wyzowl, 2024)
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Graphic of the video use over time since 2016
Live action video is the most commonly created type of video. 48% of video marketers have mostly created live action video. Animated and live action videos are still the most popular formats among marketers. As the amount of video content required rises, brands are increasingly supplementing or completely outsourcing their video creation. 
Video motivates purchases better than text or pictures because it demonstrates the product from different angles. This makes it easier for a person to understand how to use the product and whether it is actually needed.
In service industries such as online education, video also performs better than text. Netology tried to use video widgets to improve the conversion rate for registration for free webinars . The company suggested that short videos explaining the benefits of webinars would increase students' interest in learning. The hypothesis was justified, click rate video widget on the landing page of a paid course - 19.95%, conversion to an application - 4.07%.
New formats may include interactive videos created using neural networks. For example, a video will be generated upon request.
Expanding the capabilities of instant messengers 
Messengers will remain important digital marketing tools. They will be actively used for customer support, sales, automation of business processes and promotion of company products. According to Mediascope as of October 2022, the most popular messenger in Russia is WhatsApp with an audience of 73 million people per day, Telegram is in second place, Viber is in third.
The audience of instant messengers is huge, and many of their functions are free, such as WhatsApp Business or Telegram channel - this will keep them among the top online marketing tools. In addition, advertising accounts already allow you to run ads in instant messengers. Through Yandex Direct you can already set up advertising in Telegram . It turns out that within one advertising account you can already set up both contextual advertising and advertising in the messenger
Gamification and interactive content
Gamification is a technology for adapting gaming methods to non–gaming processes and events for greater involvement of employees/participants in the process. (Dzhamelashvili, 2023)
Marketing games, quizzes and surveys will continue to be a trend in 2024 because they engage people in communication. According to the auditing company Deloitte, gamification increases customer involvement in communication with a brand by up to 40%. Having game elements on a website or in emails increases companies' profits by 25-95% and increases user engagement by 30%, according to research firm Mordor Intelligence. (Mordor, 2024)
« Sber Eapteka has developed several promotional games to attract new customers. In one of them, the client was asked to look into his future. According to the terms of the Tarot game, the client had to choose three cards to receive a prediction and a recommendation with a hint of goods from the pharmacy. For example, “avoid headaches” or “your body should be full of energy.” ‍After fortune-telling, the player was taken to a page where he was advised to trust science, not predictions, and was given a promotional code for a discount. ‍
According to Gamification Now , the game has been played more than 60 thousand times, and the promotional code from it has been used almost 7 thousand times. 
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Example of the gamification
Artificial Integration intelligence
Artificial intelligence (AI) is becoming an integral part of marketing strategy. Generative AI, which creates text, visual and video content based on queries, is among the technologies rapidly gaining popularity, according to the latest research from Gartner. In 2023, more than 64% of marketers consider AI critical to success, up 13% from the previous year, according to a report from the Marketing AI Institute
Big advertisers like Amazon pioneered AI-aided personalized shopping recommendations and dynamic pricing – a method in which AI programs can change prices according to the demand. According to Statista, since AI offered technical support to professionals, they sought ways to integrate that help further into the creative processes of their work. As of April 2023, over a fifth of American content creators edited content and generated videos and images with AI. Brands like Nike and Martini have experimented with imaging tools to create fully AI-generated ad campaigns for their products. (Statista, Artificial intelligence (AI) use in marketing - statistics & facts, 2024) 
The conclusion of the first chapter highlights the importance of the information provided for the development of a digital marketing strategy. Understanding the basic concepts and principles of digital marketing, including its differences from traditional marketing, historical roots and modern trends, is a necessary step for the effective use of digital channels in brand promotion and customer acquisition. Knowing the restrictions imposed by the franchise on the marketing activities of restaurants allows you to adapt strategies to the specifics of the business and comply with the established rules. Thus, the information presented in the first chapter serves as the basis for developing an effective digital marketing strategy that will help strengthen the restaurant's position in the market and attract new customers.

[bookmark: _Toc167573675][bookmark: _Toc167657742]CHAPTER 2. ANALYSIS OF THE FAST-FOOD MARKET IN BRAZIL
The second chapter is an analysis of the Brazilian fast food market in order to study the environment in detail. Within the framework of this chapter, the main trends, dynamics of development and characteristics of consumer demand in this market segment have been studied. Special attention is paid to identifying the main competitive factors affecting the restaurant's activities, as well as analyzing the strategies and tactics used by market participants to attract and retain customers. In addition, this chapter provides a detailed description of the target audience of the Cabana Burgers restaurant, including its demographic, socio-cultural and psychographic features. Based on the analysis of the survey data among the Brazilian audience, a detailed assessment of the preferences, needs and behavior of potential customers was carried out, which will effectively adapt the restaurant's marketing strategies to market requirements and ensure maximum effectiveness of interaction with the audience.
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The Brazilian food industry is one of the largest in the world, with a turnover of US$ 170 billion per year, representing 9.5% of GDP. The industry is characterized by constant growth, with 85% of the food consumed in the country undergoing some sort of industrial process, compared to 70% in 1990 and just 56% in 1980. The food and beverage industry alone generates a turnover of US$ 170 billion per year, with 45,000 companies, of which 86% are SMEs with fewer than 20 employees. The domestic market absorbs 80% of the food processing production, with the main categories being meat byproducts, tea, coffee, industrialized cereals, dairy products, oils and fats, refined sugar, wheat products, fruit and vegetable products, chocolate and candies, dried and frozen products, and canned fish. The categories with the highest increases were canned vegetable (8.1%), dried and frozen food (3.1%), and oils and fats (1.7%). (Brazil, 2019)
The Brazilian foodservice market size is estimated at $17.35 billion in 2024 and is expected to reach $24.03 billion by 2029, growing at a CAGR of 6.73% during the forecast period (2024-2029). (Morador, 2024) The fast-food industry in Brazil is a growing market, with the total number of foodservice outlets increasing by 12.69% from 2020 to 2022.The market is dominated by popular fast-food chains such as McDonald's, Subway, Burger King, Bob's, Chiquinho, and Oggi Sovertes, which are expanding their footprint to meet rising demand. In 2022, McDonald's was the largest QSR operator in Brazil, with 1,084 outlets. ( Global Data, 2023) About 48% of the population consumes fast food at least once a week. Large chains such as McDonald's have 2,585 outlets, Subway has 1,862 outlets, and Burger King has 1,242 outlets.
The Brazil foodservice profit sector recorded sales of BRL399.7 billion ($77.4 billion) in 2022, with the key foodservice companies being McDonald’s, Doctor’s Associates, Restaurant Brands International, Habib’s, Brazil Fast Food, Bloomin’ Brands, and Yum! Brands The market is segmented into profit and cost sectors, with the profit sector recording sales of BRL399.7 billion ($77.4 billion) in 2022. The profit sector channels include Full-service Restaurants (FSR), Quick-service Restaurants (QSR), Pub, Club & Bar, Retail, and Accommodation, while the cost sector channels include Military & Civil Defense, Healthcare, Education, Welfare & Services, and Complimentary Services. ( Global Data, 2023) 
Cloud kitchen, a commercial kitchen for the purpose of preparing food for delivery or takeout only, with no dine-in customers , is projected to be the fastest growing foodservice type with a projected CAGR of 16.46% during the forecast period. The Cloud kitchen trend is gaining popularity in Brazil as there were approximately 11.85 million platform-to-consumer delivery users and over 48.75 million restaurant-to-consumer delivery users in 2021. Popular delivery apps such as iFood And Rappi constantly updating their delivery and app experience by offering discounts for new users. US startup CloudKitchens has expanded into the market by buying and installing kitchens in Latin America over the past three years. Microsoft Corporation announced an investment of more than $850 million in the same startup. Foodology , a cloud kitchen and virtual restaurant company based in Colombia, is also expanding in the country. Cafes and bars accounted for the second largest market share with a projected CAGR of 7.75% during the forecast period due to high consumption of alcoholic and non-alcoholic beverages in the country. For example, the annual per capita consumption of alcoholic beverages in Brazil in 2021 was about US$52.5 liters. Additionally, the per capita coffee consumption in the country was 5.65 kg in 2022.
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In Brazil, there is a significant disparity in the distribution of the restaurant business, which reflects the general socio-economic dynamics of the country. The country is characterized by significant social and economic inequality, in which rich and poor regions differ significantly from each other in terms of income and resource availability. The southern regions, in particular the states of Sao Paulo and Rio de Janeiro, are the financial centers and the most developed economic zones of the country. They attract large companies and investments due to high economic activity and a more favorable business climate. On the other hand, the northern regions of Brazil, including the Amazon, are characterized by a lower level of development and limited access to resources due to the difficult ecological and geographical situation. This creates an uneven distribution of the population and businesses across the country. As it could be seen from the Picture 4 below, the Brazilian state with the lowest declared assets per inhabitant is Maranhão (R$6,300). At the other end of the scale is the Federal District, where average declared assets per person are R$95,000. Within the Federal District, there is significant wealth inequality. For example, in the administration region of Lago Sul, per capita wealth is R$1.4 million and per capita monthly income is R$23,241 – three times higher than the richest municipality in Brazil, Nova Lima in Greater Belo Horizonte (R$8,897). (FGV Social, 2023)
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Wealth Map of Brazil, made by FGV Social
According to Statista in 2021 the state of São Paulo had 3073 units of restaurants, bars, and similar establishments, on the second place was state of Santa Catarina with the number 2364, then Alagoas – 2277, Minas Gerais – 2049, Goiás – 1648, and Rio de Janeiro – 1424, the lowest number was fixed in Roraima – 21. (Statista, Number of restaurants, bars, and similar establishments in Brazil in 2021, by state, 2022) 
Foodservice Types
To analyze the types of catering in Brazil, several categories can be distinguished, each of which has its own share in the total market volume. Statistics may vary depending on the source, but the overall distribution of food types remains roughly the same.
· Cafes and Bars:
· Bars and Pubs – “barzinhos”
· Coffee
· Bars with juices, cocktails and desserts
· Specialty coffee shops
· Cloud Kitchens are a relatively new format of public catering, which is becoming increasingly popular due to the growth of food delivery.
· Full Service Restaurants:
· Asian cuisine
· European cuisine
· Latin American cuisine
· Middle Eastern cuisine
· North American cuisine
· Others
· Fast Food Restaurants:
· Bakeries – “padarias”
· Burgers – “lanchonetes”
· Ice cream and açaí (local type of ice cream)
· Meat kitchens
· Pizzerias
· Others
The proportion of each type of catering can vary from region to region. For example, in large cities such as Sao Paulo and Rio de Janeiro, full-service restaurants and cafes may occupy a significant market share, while in smaller cities and rural areas, fast food restaurants and bakeries may be more popular.
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The rapid growth of the fast food sector in the country has led to the development of chains in the quick service restaurant sector. The number of operating fast food restaurants in Brazil increased from 116,208 outlets in 2019 to 122,895 outlets in 2020, according to the United States Department of Agriculture (USDA). In addition, ethnic fast food is on the rise, given that an increasing number of consumers appreciate new tastes and cuisines and are eager to try innovative products and dishes. Although they have home delivery options, many consumers prefer drive-through options . Therefore, many fast food restaurant operators are focusing on exploring new drive-through options to attract young people and customers who drive. In addition, social networking sites serve as platforms for food service operators and marketers to advertise their products and connect with a larger consumer base on a more personal level. To meet consumer demand, companies are opening their outlets at airports and tourist spots to reach more consumers, thereby driving market growth.
In Brazil cloud kitchen usage is anticipated to increase more quickly. In 2022, the mean order value of cloud kitchens was 7.23 USD. Prices per 300 grams in 2022 for burgers, fried chicken goods, and Brigaderios are USD 3.25, USD 5.8, and USD 2.85, respectively, making them popular meals in cloud kitchens. Due to the popularity of varied food alternatives, cloud kitchen operators have the chance to serve a greater variety of cuisines and satisfy the vast range of Brazilian consumers' taste preferences. (Mordor Intelligence, 2023)
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Political Factors
Marketing regulations towards fast-food propaganda 
Marketing Restrictions: In Brazil, there have been proposals to limit the marketing of unhealthy foods to children, which could impact fast food strategies. (Mialon, 2021)
In March 2021, the Supreme Federal Tribunal (hereinafter STF) — the highest constitutional court in Brazil — upheld State Law No. 13.582 of 2016, as amended by State Law No. 14.045 of 2018, which prohibits commercial communication to children in primary schools in the state of Bahia. 36 State Law No. 14.045 significantly altered the content of State Law No. 13.582. Before the reform, Law No. 13.582 prohibited the advertisement of unhealthy food and beverages aimed at children on radio and television at certain times, as well as in schools at all times. Since the reform, Law No. 13.582 prohibits not only the advertisement of unhealthy food and beverages, but all commercial communication to children, though this prohibition is now limited to primary schools. (Barbosa, 2021) STF stressed the role of government in leading the control of unhealthy food and beverage advertising, relying on recommendations issued by the World Health Organization. 
This court decision for the state of Bahia also creates a risk for other states, because similar restrictions can be applied everywhere, which will cause great damage to the fast food industry 
High tax policy for imported goods 
Brazil has a complex tax system with over 60 different taxes, which can be challenging for businesses to navigate, this complexity makes it difficult for businesses to comply with laws, leading to fines and penalties. In 2021, the World Bank ranked Brazil 124th out of 190 countries in terms of ease of paying taxes. Businesses in Brazil face challenges related to import barriers, including high taxes, complex regulations, and costly bureaucratic processes. According to the World Bank, the average import tariff in Brazil is 13.4%, making it one of the highest in the world. In addition, Brazil has a complex system of non-tariff barriers, such as technical regulations and sanitary standards, which can be difficult to navigate.
The tax policy in Brazil can involve sudden tariff increases, impacting the economic and fiscal scenario of the country. For instance, in 2019, the Brazilian government announced a 3% increase in the excise tax (IPI) on certain food products, including soft drinks and sweets. This change affected businesses financially and operationally, highlighting the importance of staying informed about tax changes.
Supporting subsidies
Programa de Apoio a Microempreendedor e Empresa de Pequeno Porte (PRONAMPE): is a government program that provides financial support to micro and small businesses in Brazil, including restaurants. It offers low-interest loans, grants, and technical assistance to help businesses grow and expand. (SEBRAE, 2021) 
Programa Nacional de Desenvolvimento Científico e Tecnológico (PNDC): PNDC is a government program that supports research and development in Brazil. While not specifically targeted at fast-food restaurants, it can benefit the industry by promoting innovation and technological advancements in food production, preparation, and delivery
Simples Nacional: is a simplified tax regime for small businesses in Brazil, including restaurants. It combines several federal, state, and municipal taxes into a single monthly payment, making it easier for small businesses to comply with tax laws. State support for agriculture
State support for agriculture 
The policy of state support for agriculture in Brazil has a significant impact on various sectors of the economy, including fast food restaurants. The main areas of support include the provision of subsidies for agricultural production, which reduces costs for producers and helps to maintain low food prices.
The state supports the agricultural sector through concessional lending. Most of the support is aimed at providing preferential loans and crop insurance. Preferential loans are provided for the marketing of farm products, working capital and investments in fixed assets. Since 2008, all resource-based support, mainly for lending and insurance, has been dependent on compliance with environmental criteria and farming practices. 
In 2020, a new legislative initiative known as the "Agro Law" was adopted, which created financial mechanisms to raise funds for agricultural loans. In addition, the Pronaf program has reduced preferential annual interest rates on agricultural loans by 1-2 percentage points, to 2.75% on some credit lines for small producers. (OECD, Agricultural Policy Monitoring and Evaluation 2021 : Addressing the Challenges Facing Food Systems, 2021)
Agricultural support policies aimed at subsidizing the production of meat, vegetables and other products can significantly reduce the cost of raw materials for fast food restaurants. This, in turn, can lead to lower prices for final products for consumers and an increase in demand for fast food. For example, preferential loans and subsidies for crop insurance reduce the financial burden on farmers, which allows them to sell products at lower prices. As a result, fast food restaurants can purchase products at more favorable prices, maintaining affordable prices for their customers.
Economic Factors
Improving the standard of living
The standard of living in Brazil has significantly improved over the past decades, contributing to the growth of consumer power. Over the past ten years, Brazil has witnessed major advances in the quality of life for its residents, as evidenced by increases in a number of economic and social indices, even if some regions of the country still trail behind OECD standards.There has been progress in generating economic possibilities even if Brazil's average household net-adjusted disposable income per capita is still less than the OECD average of USD 30,490, suggesting space for growth. Although it is less than the OECD average of 66%, 57% of Brazilians between the ages of 15 and 64 have a paid job, indicating a sizeable percentage of the population is employed. This engagement is critical to economic progress and personal financial security. Furthermore, the gender difference in employment is closing, with 67% of men and 47% of women in paid work, indicating incremental progress toward gender equality in the labor market. (OECD, OECD better life index, Brazil, 2023) The growth in consumer spending power has resulted in a rise in demand for fast food products, contributing to the expansion of the fast-food market in Brazil.
Economic Growth
Brazil is undergoing economic modernization in the 21st century, seeking to transform itself from semi-peripheral countries into developed economies. Brazil, with a real GDP per capita of US$8,802 in 2022, has seen a range of economic development led by healthy private spending, a strong labor market, fiscal stimulus, and good export circumstances, resulting in a 2.9% GDP rise in 2023. Macroeconomic stability is maintained by large foreign reserves, minimal external debt, a credible central bank, a strong financial system, and flexible exchange rates. (The World Bank, 2024). This economic growth has created a favorable environment for businesses, including the fast-food industry, to expand and thrive.
Deindustrialization
Brazil is experiencing a process of deindustrialization, which may affect production capabilities and costs in the fast-food industry. Fast-food companies need to be aware of these challenges and develop strategies to mitigate the impact of deindustrialization on their operations. Brazil has been experiencing significant deindustrialization over recent years, exacerbated by various economic factors and policy decisions. This trend is marked by a decline in the manufacturing sector and a shift towards more stagnant sectors such as Finance, Insurance, and Real Estate (FIRE). Between 2000 and 2014, Brazil saw average annual growth rates of GDP per capita and labor productivity drop to 2.9% and 1.8%, respectively. Employment growth during this period predominantly occurred in less dynamic sectors, reversing crucial development trends. The proposed EU-MERCOSUR free trade agreement (FTA) is expected to further compound this economic stagnation and increase inequality, as it accelerates the expansion of agri-food and mining sectors at the expense of manufacturing. Increased financialization and trade liberalization have been identified as primary forces driving the manufacturing sector into stagnation. The growing share of the FIRE sector in value added and profits, coupled with the retreat of manufacturing, underscores Brazil's deindustrialization. The continued shift away from manufacturing towards sectors with lower productivity growth is likely to have long-term negative impacts on Brazil's economic development, further pressuring its natural resources and carbon energy reserves. (Heydt, Global Development Policy Center, 2021)
Deindustrialization can lead to a decrease in the availability of raw materials and production capacity, which can impact the efficiency and competitiveness of the fast-food industry. Reindustrialization takes time and reform, and may affect the availability of raw materials and production capacity in the short term.
Social Factors
Increasing prevalence of eating away from home
The life expectancy of Brazilians has increased in recent years, and consumers have also begun to return to old habits as the Coronavirus pandemic and the introduction of quarantine prevented people from leaving their homes. However, there was strong consumer demand for the food service sector in 2022 due to reduced travel by Brazilians abroad, according to the Brazilian Association of Bars and Restaurants ( Abrasel ). Thus, people spend or money within their own countries .These factors are driving up personal spending, including an increase in eating out. This is gaining even more popularity due to the reduction in the habit of hiring daily maids. Eating out has become a key pastime for people of all ages. This creates profitable opportunities for restaurants by bringing convenience and standardization to people's lives. Over the years, Brazil has seen an increase in the number of fine dining restaurants, cafes, pubs, bars, street stalls and international fast food eateries that cater to changing eating habits.
In 2019, almost a third (32.8%) of Brazilian households' spending was spent on eating out due to political, economic and social factors. For this reason, we are seeing an increase and greater commitment by different classes to eating out, according to the latest Household Survey (POF). The reasons are varied: women are increasingly entering the labor market, lack of time, practicality and others. In 2022, the numbers showed that people were back to consuming in restaurants and bars. According to Ingrid Devizate, executive director of the Instituto Foodservice Brasil (IFB), pre-pandemic levels should only be restored in 2023. The IFB showed that in 2018, 37% of the Brazilian population ate out or purchased ready-to-eat food. The sector generates around R$170 billion annually and serves around 80 million consumers every month. According to data published in Folha de São Paulo, dining out in Brazil has increased by 140% in recent years. The food and beverage market accounts for 10.6% of national GDP. According to ABIA – ( Associação Brasileira da Indústria de Alimentos . ) Brazilian Food Industry Association, food out of home, also known as food service, accounts for 2.9% of this amount.
At the same time, the restaurant market moves more than 30% of the profile of trade in Brazil, according to the 2018 Panorama Study of Micro and Small Enterprises in Brazil. In Brazil, it is estimated that there are about 1 million businesses, considering bars, restaurants, eateries, etc. Of these, 650 thousand are still informal and about 93.4% are micro and small enterprises. 
Cultural Preferences towards traditional cusine:
Brazilian culture values traditional cuisine, which can impact the acceptance of fast food. Cultural preferences have a big impact on the fast food sector in Brazil. The country's diverse cultural past, which combines native, African, and European elements, has resulted in a distinct culinary identity that is both traditional and modern. Cassava, acai, and guarana are popular Brazilian ingredients that are frequently employed in modern cuisines and drinks. African and Portuguese influences have introduced coconut, palm oil, okra, cod, and sausages, which have become the foundation in many recipes. (Cesar, 2018) Brazilians' food tastes are heavily influenced by their social behavior, since they like attending social gatherings and meals. Churrascarias' rise reflects the need for rapid and economical food. Fast-food companies need to consider the cultural preferences of Brazilian consumers and offer products that are culturally relevant and appealing. Offering traditional Brazilian dishes with a fast-food twist can help fast-food companies appeal to local consumers and gain a competitive edge.
Rising Health Consciousness:
Health awareness has a huge impact on the fast-food sector in Brazil, since around 66% of Brazilians self-report excellent health, indicating a preference for healthier products. Women, who account for 53.0% of the population, are more likely to follow healthy dietary patterns, so fast-food restaurants can attract female customers by offering low-fat, organic, or vegetarian options. Urban areas, where 86% of the population lives, have a higher adherence to better diets, implying that fast-food restaurants should focus on healthier menus in these locations. Education has a significant impact, as people with higher education levels are more likely to follow healthy eating habits, emphasizing a potential for fast-food firms to direct educational programs to less educated audiences. Furthermore, the population's lifestyle, with 54% engaging in appropriate physical activity, contributes to the demand for healthy, protein-rich meals that complement active lives. Younger people (18-24 years old) favor protein and Western eating habits, thus fast-food businesses should provide high-protein, low-carb alternatives to attract health-conscious young adults. Collaboration with health groups to encourage balanced eating, as well as health-focused marketing to non-smokers and binge drinkers, can help fast-food businesses increase their appeal in Brazil. By aligning their offerings with the health consciousness trend, fast-food restaurants can attract a larger customer base, improve customer satisfaction, and contribute to public health goals, setting themselves apart in a competitive market. Increasing health awareness may shift consumer preferences towards healthier fast-food options. (Santos, 2021) Fast-food companies need to consider the urbanization trend and develop strategies to meet the needs and preferences of urban consumers.
Technological Factors
Rising digitalization:
Adoption of technology for online ordering and delivery services is crucial for fast-food chains in Brazil. Digitalization has a tremendous impact on the Brazilian fast-food sector, changing customer behavior and corporate processes. With the growing use of smartphones and internet access, fast-food restaurants now rely on online ordering and delivery services. According to Statista, the number of smartphone users in Brazil is predicted to reach 155 million by 2023, accounting for a substantial proportion of the population. (Statista, Number of smartphone users in Brazil from 2017 to 2029, 2024) This high degree of connection opens up a significant opportunity for fast-food firms to use digital platforms and mobile apps to provide simple ordering alternatives. Investing in digital platforms enables fast-food restaurants to simplify operations and improve customer experience. For example, mobile applications and websites let customers to place orders fast, customize their meals, and make safe payments. These digital technologies also make it easier to acquire vital data on client preferences and behavior, which can then be utilized to tailor marketing campaigns and improve service delivery.
Digitalization also enables fast-food restaurants to access a younger, tech-savvy demographic that values speed and convenience. A McKinsey analysis states that the COVID-19 pandemic's increased demand for home delivery services caused an over 20% surge in online food delivery in Latin America, including Brazil, in 2020. (Andres Cadena , Olivia White and Camillo Lamanna, 2023) It is anticipated that this tendency will continue, thus having a good online presence is essential for fast-food companies. McDonald's and Burger King are two businesses that have effectively embraced digitalization in Brazil. They have both created feature-rich mobile apps with features like easy reordering, exclusive discounts, and loyalty programs. By offering smooth user experiences and customized marketing, these apps not only increase client retention but also draw in new users.
In addition, the incorporation of electronic payment systems like MercadoPago and PicPay into fast-food ordering platforms improves customer convenience and expedites transaction times. Brazil is a country that uses these systems extensively; in 2021, there were over 62 million digital wallet users, which emphasizes the significance of offering these payment choices. (Statista, Mobile payment: Mercado Pago users in Brazil, 2024) Fast-food companies need to invest in digital platforms and mobile apps to offer convenient ordering options for customers. Embracing digitalization can help fast-food chains reach a wider audience, improve customer experience, and stay competitive in the market.
The increase of automation:
Fast-food restaurants in Brazil are experiencing substantial operational streamlining and increased efficiency as a result of technological developments in food preparation and delivery. Food preparation and order fulfillment are two examples of automated kitchen operations that assist cut labor expenses while increasing speed and accuracy. Automated systems like fryers and drink dispensers guarantee constant quality and speedier service. By using data analytics tools, fast-food restaurants may better personalize their offers by gaining important insights into consumer behavior, tastes, and trends. Businesses that use data analytics, such as iFood and Rappi, to improve delivery services and customize client experiences can increase revenue by 5–10% by using targeted marketing and improving operational efficiency. Labor dynamics and cost effectiveness are also impacted by automation technology. Examples of this include automated ordering kiosks minimize the need for front-line employees and improve resource allocation. By integrating automation, Brazilian fast-food restaurants are able to maintain regular service levels even during peak hours, despite the constraints posed by high labor costs and turnover rates. (Mordor intelligence, 2024)

Factor's influence on a particular aspect, made by author
	Political
	Economical
	Social
	Techonological

	Marketing regulations towards fast-food propaganda 
	Improving the standard of living
	Increasing prevalence of eating away from home
	Rising digitalization

	High tax policy for imported goods 
	Economic Growth
	Cultural Preferences towards traditional cusine
	The increase of automation

	Supporting subsidies
	Deindustrialization
	Rising Health Consciousness
	

	State support for agriculture 
	
	
	


Influence of a factor: positive or negative, made by author
	Influence of a factor
	Positive

	
	Negative



The PEST analysis of Brazil's fast-food business indicates a complicated environment influenced by many different variables. Strict political laws, such as those pertaining to marketing limits and a convoluted tax structure, present the industry with formidable obstacles. Despite high taxes and worries about deindustrialization, Brazil's rising standard of living and economic growth present prospects for market expansion. Social factors that impact consumer choices include cultural inclinations for traditional cuisine and growing health consciousness. As a result, fast-food chains must modify their menus to suit regional preferences and health trends. Digitalization and automation play a crucial role in technology, improving customer interaction and operational efficiency via data analytics, mobile apps, and online ordering. Fast-food chains are better positioned to take advantage of the expanding market demand thanks to the integration of these technologies, which also helps businesses to streamline operations, cut costs, and provide individualized experiences. As long as businesses can handle regulatory complications, seize economic possibilities, and match their strategies with cultural and technical trends, the fast-food industry in Brazil is expected to develop.



[bookmark: _Toc167573680][bookmark: _Toc167657747]2.5 Five Forces Analysis for the Fast-Food Market Industry in Brazil:
Threat of New Entrants
Barriers to entry – The fast-food industry in Brazil is already highly competitive, with many established players. As of 2021, well-known chains including McDonald's had 2,585 outlets, Subway had 1,862 outlets Burger King had 1,242 outlets, Bob's had 977 outlets, Chiquinho Sovertes had 566 outlets, and Oggi Sovertes had 544 outlets. (Mordor intelligence, 2024)
Brand loyalty – High brand loyalty to well-known chains like McDonald's and Burger King makes it difficult for new entrants to attract customers. These brands have built strong customer bases through consistent quality, marketing efforts, and extensive presence. According to Statista, in 2019 during a survey carried out in Brazil in October 2019, Seventy-three percent of the internet users who responded said they had purchased meals from McDonald's in the preceding 12 months. Six out of ten Brazilians polled also claimed having eaten Subway sandwiches over the same time period, while 69 percent of respondents had shopped at Burger King. However, when questioned about their expectations for future fast-food consumption, every restaurant included stated that they might anticipate a decrease in Brazilian internet consumers' desire to consume fast food. For example, 56% of participants thought about making a future McDonald's meal purchase. In the meanwhile, 42% and 49% of participants considered themselves as possible customers of Subway and Burger King, respectively. (Statista, 2021)
Government policies – Complex regulatory frameworks and high taxes on imported goods create additional hurdles for new entrants. Brazil's high import tariffs and stringent sanitary regulations can increase costs and complicate operations for new businesses. A fast food restaurant operating in Brazil may face a number of import taxes that should be taken into account when planning costs and pricing. ICMS (Imposto sobre Circulaçao de Mercadorias e Serviços or Tax on Commerce and Services): Value added tax (VAT) applied to imported goods at the state level. For commercial imports : Rio de Janeiro: 19%, Sao Paulo, Minas Gerais and Paraná: 18%, All other states: 17%. Tax is calculated based on the cost of CIF goods (cost, insurance and freight). The IPI (Imposto sobre Produtos Industrializados or Industrialized Product Tax) is a federal excise tax levied on most manufactured goods. The rates range from 0% to 15%, but can reach 300% for some products, such as tobacco products. PIS (Programa de Integração Social) and COFINS (Contribuição para o Financiamento da Seguridade Social) are taxes levied on foreign imports to Brazil. The PIS rate for imported goods is 2.1%, and the COFINS rate is 9.65%. (GOV.BR, 2024)
These taxes create additional costs for businesses importing products and materials for fast food restaurants, which must be taken into account when developing a pricing strategy and financial planning.
The threat of new entrants in Brazil's fast-food market is moderate

Bargaining Power of Suppliers:
Number and size of suppliers - The bargaining power of suppliers in Brazil is relatively high due to the concentration of supply in a few large companies. Major suppliers of raw materials, such as meat, poultry, and vegetables, have significant influence over prices and supply conditions. The top five firms have 23.93% of the fragmented Brazil foodservice market. Arcos Dorados Holdings Inc., Grupo Madero, Brazil Fast Food Corporation, International Meal Company Alimentacao SA, and Restaurant Brands International Inc. are the leading companies in this industry. (Mordor intelligence, 2024)
Uniqueness of each supplier’s product – Suppliers offering unique or high-quality ingredients, such as organic produce or specialty meats, can exert more power over fast-food chains due to the added value they provide.
The bargaining power of suppliers is high.
Bargaining Power of Buyers: 
Number of customers – The fast-food market in Brazil serves a large number of customers, reducing individual bargaining power. Fast-food restaurants in 2022 held the highest percentage—more than 48.07%. The nation consumes an extensive quantity of fast food, with fried chicken items, pizza, burgers, spaghetti, cakes, and ice cream being the most popular options. Ages 15 to 64 make up around 70% of the population in 2022, and they consume a lot. As a result, sales in this demographic are expected to rise, with about 5,140 orders placed annually per store in 2022. (Mordor intelligence, 2024) 
Size of each customer order – Individual orders are typically small, but the high frequency of purchases amplifies the overall influence of buyers on the market, according to Statista on the average number of times fast food from quick service restaurants was consumed per week in Brazil between 2016 and 2018. In 2018, 40.28 percent of respondents in Brazil stated they eat fast food less than once per week. (Statista, 2018) According to a study conducted by Public Health Nutrition, there were significant differences between the frequency of food consumption before and during the COVID-19 pandemic. In particular, the study covered such food categories as fresh fruits, legumes, baked goods, meat, vegetables, fast food, snacks, sweets, canned food and fast food. The results of this study showed a significant increase in the consumption of baked goods, fast food and fast food during the pandemic. At the same time, the consumption of vegetables and fruits has decreased significantly. These changes in eating habits may be related to various factors, such as limited access to fresh food, lifestyle changes, and the stresses associated with the pandemic. These findings highlight the importance of monitoring and supporting healthy diets, especially in the context of global crises. (Souza, 2021)
Price sensitivity – Brazilian consumers are price-sensitive, which forces fast-food chains to maintain competitive pricing. Brazil flourished a few years ago. Currently, more than half of Brazilians are price sensitive. People are looking for ways to cut costs, increase savings and manage their money more wisely due to recent economic difficulties. For example, many customers have become more cautious when it comes to buying basic necessities, as they can easily be deceived by high prices. Shopping at the best prices has become commonplace in discount stores, atacarejos (a hybrid of wholesale and retail) and luxury goods sellers. Brazilian buyers often look for favorable prices before buying, paying great attention to the value they receive, and are willing to choose brands that offer the best return for their money. Brazil's purchasing power has been growing at a moderate rate of about 1% per year since the beginning of the economic downturn. According to recent estimates, consumer confidence is gradually strengthening. This sensitivity increases buyer power. (Densmer, 2020)
Buyers’s information avalaibility – High availability of information about different fast-food options and prices through digital platforms and reviews empowers buyers to make informed choices, further increasing their bargaining power
The bargaining power of buyers is high
Threat of Substitute Products: 
Number of substitute products available – Numerous alternatives such as street food, home-cooked meals, and other types of restaurants exist, which can serve as substitutes for fast food.
Relative price performance of substitute – Street food and local restaurants often offer better price performance compared to fast food, increasing the threat of substitutes. Fast food in the American sense will be a luxury for most of the Brazilian audience. In the USA, McCombo (a set at McDonald's) is most likely the cheapest option for lunch, and middle-class Americans and above practically do not visit McDonald's, since both the quality of the food itself and the cleanliness in restaurants often leave much to be desired. In Brazil, the average price for a McCombo will be 1.5 times higher than lunch at a local restaurant with Brazilian cuisine. For 15-20 reais, you can get a lunch with chicken, rice, beans and salad, while at McDonald's the average M c Combo will cost much more, about 35 reais and above. Based on the Big Mac index in January 2024, the Brazilian real was undervalued against the US dollar by 15.5%. It can be concluded that the cost of a Big Mac in Brazil, taking into account average earnings, is higher than the cost of a Big Mac in the United States. since the Brazilian real is undervalued by 15.5% against the US dollar, this means that a Big Mac in Brazil costs less in dollar terms than in the United States. However, this does not take into account the real purchasing power of Brazilians. (The Economist, 2024)
The threat of substitute products is moderate.
Rivalry Among Existing Competitors: 
Number of competitors – The Brazilian fast-food market is saturated with numerous competitors, including large international chains and local establishments, leading to intense rivalry
Diversity of competitors – Competitors range from global brands to local chains, offering a wide variety of cuisines and dining experiences, which intensifies competition.
Industry concentration – The market is dominated by a few large players like McDonald's, Burger King, and Subway, but there are many smaller competitors as well, increasing competitive pressure.
Industry growth – The fast-food industry in Brazil has been growing, driven by rising consumer demand, but this growth also attracts more competitors, escalating the rivalry.
The rivalry among existing competitors is high.
Five Forces Analysis for the Fast-Food Industry

Given the high barriers to entry, significant capital requirements, and strong brand loyalty to established chains, the threat of new entrants in Brazil's fast-food market is moderate. Suppliers hold substantial power due to the concentration of supply in a few large companies, while the high price sensitivity and wide range of options empower buyers. Although there are numerous substitute products available, the moderate threat from these substitutes indicates that fast food remains a popular choice. Intense rivalry among existing competitors further complicates entry into the market. Overall, the Brazilian fast-food market presents significant challenges for new entrants, making it less open to new fast-food restaurants.
[bookmark: _Toc167573681][bookmark: _Toc167657748]2.6 Identification and analysis of the target audience
Based on interviews with management, the following Cabana Burgers audiences were identified:
• A group of young visitors, mostly aged 15 to 24, is one of the key audiences of the Cabana Burgers restaurant. They actively and frequently visit the mall, attracted by both the shopping opportunity and the diverse selection of food establishments. This group is dominated by students, young professionals. These visitors appreciate fast and convenient meals, looking for options with a varied menu and a pleasant atmosphere. For them, going to a restaurant is also an opportunity to spend time with friends or family, take a break while shopping or get enough after class. Taking into account the activity of this group in the mall and their needs, Cabana Burgers restaurant can successfully adapt its services and menu to meet their expectations.
• The second group, consisting of office workers and employees of nearby companies, is a significant audience of the Cabana Burgers restaurant. These people actively use their lunch break to visit the restaurant, looking for fast service and a varied menu to have a quick snack and get back to work. They value efficiency and convenience, and that's why they prefer places where they can quickly enjoy delicious food without wasting time. Their attendance peaks on weekdays at lunchtime, when they strive to get enough and replenish their energy before continuing the working day.
• The third group of clients is represented by residents of a residential area in the vicinity of the ParkShopping São Caetano shopping center, located in the city of São Paulo. These clients mainly represent the middle class and the elderly, whose preferences and needs can be largely determined by their income and lifestyle. The income level of the middle class in this area may vary, but, as a rule, it provides a comfortable standard of living and provides an opportunity to enjoy a variety of entertainment, including trips to restaurants. For this group of customers, it is important that the restaurant offers affordable prices, an atmosphere where they can spend time with family or friends, and a convenient location, as they usually prefer places that are close to their homes. Thus, given the context of the area and the characteristics of the audience around the mall, the Cabana Burgers restaurant can attract this group of customers by offering them a cozy atmosphere, a varied menu and affordable prices.
[bookmark: _Toc167573682]The identified current audience allows to understand in which direction the online restaurant promotion strategy should develop. By analyzing the three main groups, an effective strategy can be formed. 
[bookmark: _Toc167657749]2.8 Survey Results
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[bookmark: _Toc167573683]Questions 1-4, made by author
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Questions 5-8, made by author
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Questions 9-10, made by author
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Questions 11, made by author

Based on the received results the following conclusions can be drawn:
Question 1
Language Selection: The question about language selection aimed to determine the percentage of Brazilians and foreigners among the respondents. According to the results, 83.1% of respondents are Brazilians, making them the majority.
Question 2 and 3
Gender and Age: These two questions aimed to obtain information about the demographic characteristics of the respondents. The results show that 70.7% are between the ages of 16-24, indicating that the largest portion of respondents falls within Cabana Burgers' current target audience. Regarding gender, 72.2% of respondents are female. This information allows us to plan marketing campaigns focusing on the female audience.
Question 4
Occupation: This question aimed to identify the professional status of the respondents to determine how busy they are and what time frames are available for visiting fast food restaurants. According to the survey, 40.6% are students, while 29.3% both study and work. This information is useful for developing special marketing offers, such as lunchtime promotions, based on the employment type of the target audience.
Question 5
Preferred Social Networks: The question about preferred social networks aimed to identify the most popular platforms among respondents and the main communication channels with them. According to the information received, Instagram is the main social platform for 74.4% of respondents, making it a crucial channel for promotion in future planning and strategy development.
Question 6
Using Social Media to Select Fast Food Restaurants: This question aimed to identify user preferences regarding platforms for choosing a place to visit. Instagram and Google Maps received roughly equal votes, indicating that respondents often use not only social networks like Instagram but also maps to find fast food restaurants. This could be because maps make it easier to find nearby establishments.
Question 7
Content Preferences: Asking about content preferences on social media helps understand which type of content can attract more audience attention and promote a restaurant more effectively. Based on the received data, 51% of respondents prefer video content, while only 39.1% prefer photo content. These results confirm the latest market trends that video content is increasingly integrated into all spheres of online space. A few years ago, Instagram was primarily a platform for photo content, but today, video content has become highly competitive.
Question 8
Preferences by Type of Content on Social Networks: The question about types of content on social networks aimed to identify which types of content arouse more interest among users and can more effectively attract attention to the restaurant. 88% prefer online advertising, further confirming that online ads are better received as they are often native.
Question 9
Channels for Receiving Information from Restaurants: This question helps determine which communication channels with the restaurant are preferred by users, which is important for developing an effective communication strategy. 57.1% of respondents prefer to receive information from the restaurant through social networks.
Question 10
The Most Watched Content: This question aimed to understand the audience's preferences regarding content consumption. According to the results, interesting facts and aesthetic content received the highest percentage of votes.
Question 11
Visual Design Preferences: Since the restaurant franchise does not have its own Instagram account, and it was identified that Instagram is the largest platform for users, this question offered four different visuals for the profile grids. Respondents were asked to choose the visual they considered most successful and attractive. The majority of respondents voted for a natural visual, with restrained and consistent photographs, indicating that the trend for natural content in social networks continues.
Conclusion
In the second chapter, an analysis of the Brazilian fast food market was conducted. After receiving the results of the analysis, an idea was formed about the current state of the market, its features and trends. The main players in the market, their promotion and positioning strategies were analyzed.
Additionally, a survey was conducted among the Brazilian audience to identify their preferences, taste preferences, habits of visiting fast food restaurants and preferences in online orders. The survey results provided valuable information about the preferences and needs of the target audience, which helped to further adapt the promotion strategy and create content aimed at meeting these needs.
[bookmark: _Toc167657750]CHAPTER 3. MARKET ANALYSIS 
This chapter is devoted to a detailed review of the digital marketing strategy for promoting the Cabana Burgers restaurant. This chapter evaluates the current state of the restaurant's presence on online platforms, including an analysis of its representation on social networks, on response sites and other key Internet resources. The focus is on identifying the strengths and weaknesses of the current strategy, and specific improvements are proposed to improve efficiency and expand coverage.
The current analysis includes an assessment of visual and textual content, user interaction, and overall activity on the platform. In addition, the use of advertising and interaction with influencers are considered. Based on this data, recommendations are developed to optimize content, improve user experience and increase audience engagement.
This chapter also presents a strategy to expand your presence on new platforms and use innovative digital marketing techniques to attract new audiences and retain existing customers. It is important to note that the proposed improvements are aimed at creating a more holistic and attractive brand image, which, in turn, contributes to increasing customer loyalty and sales growth.
[bookmark: _Toc167657751]3.1 Information about the strategy
The first stage of creating an Internet marketing strategy is to collect information from the client, including their needs, deadlines and budget requirements. It is necessary to get the full picture in order to correctly determine the next steps in the development of a new marketing strategy.
1) The company's goals:
· Create Cabana Burgers own social networks and Increase the recognition of the restaurant 
· Instagram profile
· TikTok account 
· Working with influencers
· Mobile app marketing
· Improvement of available online channels 
· Website
· Google Maps
2) The strategy is aimed at attracting a new audience through online promotion channels to increase the number of guests and recognition of the restaurant
3) Preparation of an digital marketing plan for a period of one month
4) The client has a limited budget – 6,000 reais per month for all online marketing activities
[bookmark: _Toc167657752]3.2 Current Analysis of Digital Presence
As of now, Cabana Burgers has a relatively weak digital presence. The restaurant lacks  its own dedicated social media accounts, and all online content is managed through the franchise's platforms. Currently, the Cabana Burgers location in the specified area only maintains a profile on Google Maps, which is insufficient for robust customer engagement and brand promotion in the highly competitive digital landscape.
Channels where Cabana Burgers is currently represented:
Instagram Profile: 
The Instagram account for Cabana Burger, found at @cabana.burger, serves as the franchise's primary digital presence on this social media platform and boasts approximately 250,000 followers, indicating substantial reach and interest in the brand. While the account has a considerable number of posts, totaling around 390, the visual quality of the content is inconsistent, with many photos lacking professional polish. Additionally, there is a noticeable absence of trendy Reels, which are essential for maximizing engagement on the platform. The content strategy falls short in terms of engaging content and user-generated content (UGC), which are crucial for fostering a sense of community and interaction. User interaction is currently limited, and the account could benefit from more diverse content, including interactive elements such as polls, questions, and live videos. Despite the solid foundation, there is room for improvement, particularly in localized content specific to individual restaurant locations. 
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Instagram profile
Franchise Website: the official website of the Cabana Burger franchise -https://cabanaburger.com.br / provides general information about the brand, but it lacks localized content specific to individual restaurants. The website is well structured and user-friendly, but there are several areas for improvement. Currently, the site contains only the addresses of various outlets, but there is no more detailed description of each restaurant. This limits the ability of users to learn more about specific places, their features and unique offers. It is also important to note that the site is only available in Portuguese, which limits its audience. Adding an English-language version of the site could significantly expand its accessibility and attractiveness to international visitors. In general, the website needs additional features and content in order to more fully and informatively represent each individual point of the Cabana Burger chain.
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Official web site
Franchise TikTok Account: the franchise has a TikTok account, which is utilized for broader brand promotion but does not cater specifically to the local audience. Cabana Burgers' TikTok profile also suffers from similar issues that are present on the Instagram page. Since the account belongs to a franchise and not to a specific restaurant, there are limited opportunities to promote unique content, photos and information about a particular institution. Videos that are posted on TikTok also don't attract a lot of views, as they often duplicate content from Instagram. In addition, the video content is not adapted to the specifics of TikTok auditors, which reduces the effectiveness of their attractiveness for this platform. The key problem is the lack of specially created content for Tik Tok. The approach of simply duplicating content from other platforms does not take into account the specifics of TikTok's algorithms and audience expectations. To successfully promote on this platform, it is necessary to create unique, exciting and viral content that matches the trends and preferences of the TikTok audience.
[bookmark: _Toc167657753]3.3 Improvement of existed online channels 
· Website
For an individual restaurant within the franchise, creating your own website is not mandatory, since a common corporate resource is often used to represent the entire chain. However, despite this, the current Cabana Burgers website requires improvement and refinement. In this context, several aspects need to be improved in order to ensure a more effective representation of the franchise's restaurants and increase their attractiveness to potential customers.
First of all, it is important to add the ability to display the site in English. This will ensure a wider audience coverage, including foreign tourists, expatriates and others who do not speak Portuguese. Providing information in multiple languages will improve the accessibility and usability of the site for different user groups.
Secondly, it is necessary to improve the section with information about the franchise's restaurants, including a separate mention of Cabana Burgers in the Sao Caetano area. A more detailed description of each restaurant, including their location, opening hours, menu features and atmosphere, will help potential customers gain a more complete understanding of the experience offered. In addition, it is worth adding a section with customer reviews and recommendations to strengthen trust in the franchise restaurants. Positive feedback on the quality of service, the taste of the dishes and the general atmosphere will help attract new visitors and strengthen the brand's image in the eyes of a potential audience.
· Google Maps
The restaurant needs to update the information on Google Maps, including adding new photos of the interior and dishes, updating the current menu and considering the possibility of priority placement on this platform. Google Maps is one of the main search tools for fast food restaurants, and according to the survey, 32.3 percent of users prefer to use this service. In order to attract the attention of users and increase the likelihood of visiting the restaurant, it is necessary to update the photos presented on the Google Maps page. The photos should be attractive and of high quality, reflecting both the interior of the establishment and the variety of dishes offered on the menu. It is also important to download all relevant special offers, such as combo lunches or discounts, and add them to the news section on the page, given that the last update in this section was carried out in 2023.
Another important aspect is the management of user reviews on the restaurant card. Negative reviews can negatively affect the reputation of a restaurant, so it is important to provide access to review management to the restaurant manager. This will allow you to quickly respond to feedback, both positive and negative, and take measures to improve service and meet customer needs.
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Google Maps frofile
[bookmark: _Toc167657754]3.4 Analysis of the competitors digital presence 
In order to understand what competitors are doing in the market, three main competitors were selected. All three competitors operate in the fast food sector and are large franchises. Their social networks, including Instagram, were analyzed using the LiveDune service. Competitors include: 
· @eaiburguer is a well-known franchise with a diverse menu and an active audience. (Official website, 2024)
· @johnnyrocketsbrasil is a popular restaurant chain offering classic American burgers. (Official website , 2024)
· @zedohamburger is a middle-sezed fast food chain known for its unique and delicious offerings. (Official website, 2024)
The analysis of competitors' social networks included the study of their posts, the frequency of publications, the level of audience engagement, the types of content used and advertising strategies. With the help of LiveDune, statistics were collected on key metrics such as the number of subscribers, likes, comments and overall interaction with content.
This information will allow Cabana Burgers to better understand the strengths and weaknesses of competitors, identify successful methods and adapt them to its marketing strategy, as well as find unique approaches to attract and retain its target audience.
Competitors analysis in terms of digital presence
	  Digital promotion tools
	 Fast food restaurants

	
	@eaiburguer
	@johnnyrocketsbrasil
	@zedohamburger

	Availability of an Instagram account
	+
	+
	+

	Number of followers 
	200 thousands
	167 thousands
	118 thousands

	Average number of likes during one month
	3628
	2745
	likes are hidden

	Average number of comments 
	198
	76
	330

	ER%
	0,08%
	0,05%
	0,04%

	 The highlights are clear and contain important information
	-
	 +
	-

	There is a link to the delivery order in the profile description
	 +
	 +
	+

	Unified profile style
	-
	 -
	+ 

	TikTok account
	+
	+
	+

	Number of followers
	11 thousands
	73
	4

	Amount of likes 
	11300 thousands 
	992
	61

	Official website
	+
	+
	+

	Menu
	+
	+
	+

	Availability of reviews / the ability to leave your feedback
	-
	+
	+

	Representation of interior design and dishes
	-
	+
	-

	Information about promotions, discounts
	-
	+
	-

	Feedback Dialog Box
	-
	+
	-

	The possibility of online ordering
	+
	+
	+

	A poster or other form of presentation of information about news
	-
	+
	-

	Maps and directions
	+
	 +
	+ 

	Links to social networks
	+
	 +
	 -

	Information about vacancies 
	- 
	+
	 -

	YouTube
	+
	+
	-

	Number of subscribers 
	310
	1000 thousand 
	-



After analyzing the comparison table of competitors, it becomes obvious that each of them has its own strengths and weaknesses, which are reflected in their presence in the digital space. Even though @johnnyrocketsbrasil shows relatively weak visual content on Instagram, other digital resources such as their website set them apart from the competition. The restaurant's web resource @johnnyrocketsbrasil is rich in souvenir and useful information, which can create an attractive and informative experience for users.
However, in the context of the audience and its engagement, @johnnyrocketsbrasil is inferior to @eaiburguer. Social platforms are a key factor in a marketing strategy, and here it is important to pay attention to the successful practices of competitors in order to optimize their own content and attract more audience.
Thus, the results of the analysis can be useful for Cabana Burgers, allowing them to better understand the current position of their competitors in the digital market, identify their advantages and disadvantages, as well as identify possible strategies to improve their own presence in the online space. It can also serve as a basis for the development of targeted measures to improve content, expand the audience and increase user engagement.
[bookmark: _Toc167657755]3.5 Enhancement of the Restaurant's Digital Media Space:
[bookmark: _Toc167657756]3.5.1  Instagram account 
· Creation the account itself 
· Creation a visual content from the existing content archives
· Development a content plan for a month 
The name @cabana.burgers_caetano was chosen to create his own Instagram profile. This decision was made in accordance with the requirements of the franchise, which prescribes the use of its official name. However, in order to make the name shorter and more user-friendly, we decided to use only the second part of the name of the area where our restaurant is located - Sao Caetano. This will make it easy to find the account and remember it, while maintaining the uniqueness and attractiveness of our brand.
Profile design
According to the rules of the franchise, elements of such importance as the logo, font and colors must strictly correspond to the corporate identity.
The logo consists of an image of a burger and the letter "C". It is not allowed to change the color of the logo or crop it so that the main graphic elements are lost.
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Logo 
The company font is “Neue Einstellung”
Brand colors (picture 15): #F9B600 and #41AF2A
[image: Изображение выглядит как текст, снимок экрана, желтый, Графика

Автоматически созданное описание]
Brand colors

The description in the biography of the Cabana Burgers profile (picture 15) is compiled to provide key information to users. The strengths of the restaurant are included – delicious burgers, and the address and opening hours are indicated so that it is always clear when and where to find a restaurant. The profile description also contains a link to Ifood, which allows you to conveniently and quickly place an order with home delivery.
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The bio of the Instagram profile
Four highlights with basic information about the restaurant have been created for the Cabana Burgers account. Highlights are the second thing a user sees when switching to an account after the logo, so it is important that they are clear and reflect the most important and relevant information. The following highlights have been created:
· About the restaurant – information about the concept of the restaurant, the history and features of the menu.
· Guest Reviews – Marks and guest reviews so that users can see the real impressions of other visitors.
· Electronic menu – access to the current menu, which allows users to quickly familiarize themselves with dishes and prices.
· Promotions and discounts – information about current promotions and special offers so that users can always be aware of the best deals.
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Highlights in the Instagram account
The profile grid was drawn up taking into account the content plan.(Picture 17) There are no plans to take photos and videos for Instagram in the first month, so the photos and videos were used from the archives of the franchise. In the future, it is planned to conduct its own photo and video shooting once a month. The content for the profile grid was selected according to the general rules of the franchise, taking into account the corporate colors and the general concept.
[image: Изображение выглядит как текст, Быстрое питание, еда, Легкая закуска

Автоматически созданное описание]
Instagram Grid
To increase engagement and interaction with guests, two templates were created for reposts of their content. The templates are decorated in the restaurant's signature colors and contain a logo at the top. (Picture 18) This allows you to maintain a unified style and brand awareness when publishing user-generated content.
[image: Изображение выглядит как снимок экрана, желтый, Прямоугольник, дизайн

Автоматически созданное описание]
Templates for reposting guest’s stories

Communication in direct with clients
Response templates have been developed for effective interaction with guests:
The response block to the guest's repost:
If the guest's mention in stories is for the first time:
· "Thank you for the mention! We will be glad to see you again!"
If the guest has already mentioned before: 
· "Glad to see you again! Thank you for your loyalty!"
The response block to a negative review:
· "Hello! Thank you for your feedback. We would like to receive more information about your experience. Could you tell us what happened and on what day? 
After the response:
· Please leave your contact phone number so that we can contact you as soon as possible and resolve any issues that arise."
After receiving a response from the guest, it is suggested to leave the contact phone number so that the manager can contact them directly and resolve any questions that arise.
Segments of audience
Taking into account the identified current target audience of the Cabana Burgers restaurant, audience segments were developed using the 4W method. This approach allowed for a deeper understanding of the preferences and needs of different groups of visitors. Segments of audience, using 4w method. 
Segments of audience, using 4w method, made by author
	Question
	Segment 1
	Segment 2
	Segment 3

	Who?
	Young visitors, primarily aged 15 to 24, including students and young professionals.
	Office workers and employees of nearby companies.


	Residents of the residential area near ParkShopping São Caetano shopping center in São Paulo, mainly representing the middle class and the elderly.

	What?
	They seek fast and convenient meals with a varied menu and a pleasant atmosphere.
	They look for fast service and a varied menu to have a quick snack during their lunch break

	They desire affordable prices, a cozy atmosphere to spend time with family or friends, and a convenient location close to their homes.

	Where?
	They frequently visit the mall, attracted by the shopping opportunities and diverse food establishments.
	They visit Cabana Burgers during weekdays, primarily at lunchtime.

	They prefer restaurants near their residential area, emphasizing proximity to the shopping center.

	Why?
	For them, lunch at a restaurant is an opportunity to spend time with friends or family, take a break while shopping, or eat after class. Cabana Burgers can adapt its services and menu to meet their expectations, considering their active mall presence and specific needs.
	They value efficiency and convenience, preferring places where they can quickly enjoy delicious food without wasting time. Their peak attendance is during lunchtime, making it essential for the restaurant to cater to their need for a quick and satisfying meal

	Their preferences are shaped by their income and lifestyle, typically providing a comfortable standard of living and the opportunity to enjoy various entertainments, including dining out. Cabana Burgers can attract this group by offering a cozy atmosphere, a varied menu, and affordable prices, tailored to their preferences and needs.



A specific type of content was offered for each segment of the audience, which takes into account their preferences and interests.
Rubricator for the Instagram account based on audience segments, made by author 
	Type of a content
	 Video content
	Esthetic content 
	Interesting Facts, Life-Hacks, Polls, and More

	Segment 1
	· Cooking Videos: Short videos on how popular dishes are prepared.
· Customer videos: Visitors' reactions to new dishes or promotions.
· Stories with menu reviews: Video reviews of various dishes with an emphasis on their taste and serving.
	· Photos of dishes: High-quality photos of new and popular dishes.
· Restaurant interior: Aesthetic photos of cozy corners of the restaurant.
· Visual Quotes: Beautifully designed quotes about food and friendship.
	· Interesting facts about the dishes: The history of origin or interesting ingredients.
· Life hacks for students

	Segment 2
	· Real reviews: Video reviews of customers sharing their impressions of food and service.
	· Photo Lunch Combos: Aesthetic lunch combo shots with an emphasis on their attractiveness.
· Photos of restaurant areas suitable for business meetings and work.
	· Life hacks for office workers: Tips for organizing a lunch break and maintaining energy throughout the day.
· Information about how lunch affects productivity.

	Segment 3
	· Family Evening Videos: Videos on how to spend a family evening at Cabana Burgers restaurant.
· Safety and Hygiene video: A video about hygiene and safety measures in a restaurant.
	· Photos of family meals: Aesthetic shots of family dinners in a restaurant.
· Interior and comfort: Photos of cozy areas of the restaurant where you can comfortably spend time with your family.
	· Engage followers with polls and surveys about their dining preferences, favorite family activities, and what new menu items they would like to see at Cabana Burgers.




Based on the rubricator, a content plan for the month was prepared, which includes 9 posts and 6 reels. This plan is designed to attract and retain the audience of Cabana Burgers, as well as promote the restaurant on social networks. The content plan includes various types of content that help achieve a variety of marketing goals:
· Selling posts: Promotion of goods and services, special offers and promotions.
· Engaging posts: Engaging the audience through surveys, contests and interactive content.
· Informational posts: Providing useful and up-to-date information about the restaurant and its services.
· Entertaining posts: Entertaining content to create a positive association with the brand.
· Reputational posts: Posts aimed at strengthening the reputation of the restaurant, demonstrating customer reviews and getting to know the team.
Content Plan for the April 2024, made by author
	Sunday
	Monday
	Tuesday 
	Wednesday
	Thursday
	Friday
	Saturday 

	
	1
Informational Post:
Welcome to Cabana Burgers! Introduction to Our Restaurant and Concept 
	2 

	3
Reputational Reels:
Meet the Founders: The Story Behind Cabana Burgers
	4
	5
Educational Post: 
Fun Fact Friday: Why We Chose Our Unique Location 
	6

	7
	8
Informational Post: 
Sneak Peek of Our Menu: What to Expect at Cabana Burgers 
	9
	10
Engaging Reels: 
Quick Tour of Cabana Burgers' Cozy Family Corner
	11
	12
Engaging Post:
 What’s Your Favorite Burger Topping? 
	13

	13
	14
	15
Selling Post: Highlighting Fresh Ingredients in Our Dishes 
	16
	17
Reputational Reels: 
Behind-the-Scenes: Meet Our Chefs

	18
	19
SellingPost: Special Offer: 20% Off on All Burgers This Weekend

	20
	21
	22 
Reputational Post: Customer Testimonials and Reviews
	23
	24
Engaging Reels: Instagram Contest Announcement: Win a Free Meal 
	25
	26 
Selling Post: Special Weekend Family Combo Deal 

	27
	28
	29 
Selling Post: 
Buy One Get One Free on Selected Items
	30
Entertaining Reels: 
Day in the Life at Cabana Burgers 
	
	
	



The cost of creating content for Instagram includes several key aspects. The costs include payment for the services of an SMM specialist, a photographer and a video maker to create Reels. 
The expenses on Instagram, made by author
	Type of an expense 
	Description
	Cost

	Photographer 
	Once in a month, 6 hours of a shooting
	100*6 = 600 reais

	Reels-maker
	Once in a month , 5 reels 
	50*5 = 250 reais

	SMM specialist 
	Monthly salary
	1000 reais

	Total cost
	1850 reais 



Instagram promotion
Using data on audience preferences, a marketing strategy for Instagram promotion has been developed, including two types of advertising:
Advertising with bloggers and influencers
To increase awareness and attract a new audience, five bloggers were selected to collaborate throughout the month. They were selected based on the focus and content of their blogs. Considering that the restaurant's account is new, review bloggers specializing in creating reviews were selected. 
List of bloggers to be invited, made by author
	Account’s name
	Number of followers 
	Price for the Reels and Stories
	The amount of deposit 

	@mohindi
	1 million 
	600 reais 
	300 reais 

	@luanamiyuki
	407 thousands 
	400 reais 
	300 reais 

	@deumpracinco
	366 thousands 
	300 reais 
	200 reais 

	@que.role.e.esse
	167 thousands 
	250 reais 
	200 reais 

	@guiamaisabc
	51 thousands 
	200 reais 
	200 reais 



An engagement mechanic for an influencer:
1. Tell about the geolocation of the restaurant.
2. Introduce the restaurant and its high-quality products.
3. Present the values of the restaurant.
4. Show the atmosphere and product range.
5. Focus on the daytime special offer - lunch time.
6. Use voice acting and subtitles on the finished video.
7. Tag the account of @cabana.burgers_caetano
[bookmark: _Toc167657757]3.5.2  TikTok
TikTok is a Social Media platform where users can upload videos. It has a reach of over  one billion monthly users, with almost 100 million users in Brazil alone (Statista, 2024). While Instagram mainly targets users that are within the generation of Millennials, i.e., those born between 1981 to 1996, TikTok is widely popular for users of Generation Z, who are those born between 1997-2012. (Beresford Research, 2024) Hence, a holistic TikTok strategy for Cabana Burgers would grant access to entirely different customers base with different marketing preferences. 
Similarly to the proposed process for the creation of an Instagram account, the following steps are necessary for setting up a TikTok account for Cabana Burgers:
o	Creation the account itself 
o	Creation a video content 
o	Development a content plan for a month
Due to the unique format and audience of the TikTok platform, it is necessary to arrange additional video shooting, which differs from the format for Instagram. It is planned to shoot and publish 10 videos per month. The video format should be more engaging and informative in order to attract the attention of the Tik Tok audience. Given that TikTok predominantly attracts audiences from Segment 1 and Segment 2, the content on this platform needs to be more dynamic, creative and fun in order to engage a younger audience and create an engaging viewing experience. 
· "Stories of our burgers": We tell interesting stories about the origin and unique features of our burgers.
· "Trending and funny moments": We publish funny and relevant videos that cheer up and attract the attention of the audience.
· "Behind the scenes of Cabana Burgers": We allow you to look behind the scenes of our restaurant, talk about the work of the team and share their interesting stories.
· "Burger Challenges": We hold various challenges with our burgers, we invite the audience to take part and evaluate their taste preferences.
· "Getting to know the team": We present our friendly team and publish a video where they share their experience and passion for gastronomy.
· "Secrets of taste": We talk about what makes our burgers truly delicious and unique, sharing cooking secrets and recipe features.
· "Special offers": We are announcing our special offers and promotions, we invite our subscribers to enjoy unique flavor combinations and discounts.
Content plan with 5 scenarios for TikTok videos, made by author
	Data of publication
	Type of a rubric 
	Explanation of the idea 

	02.04.2024
	Burger Origins Story

	In this video, we'll delve into the fascinating history behind one of our signature burgers, such as the "Cabana Classic." The video will start with a brief introduction by one of our team members, setting the scene for the story. Then, using a combination of engaging visuals and narration, we'll take the viewers on a journey through time, exploring the origins of the burger, its cultural significance, and how it has evolved over the years. We'll highlight key ingredients and preparation methods, showcasing the care and passion that goes into crafting each burger at Cabana Burgers. The video will end with a mouth-watering close-up shot of the finished burger, leaving viewers eager to visit our restaurant and try it for themselves.

	09.04.2024
	Behind the Scenes: Burger Crafting
	This video will provide an exclusive behind-the-scenes look at our kitchen, where all the magic happens. We'll follow one of our skilled chefs as they walk us through the process of crafting one of our specialty burgers from start to finish. The video will showcase the meticulous attention to detail that goes into each step, from selecting the freshest ingredients to assembling the burger with precision and care. Viewers will get a glimpse of our kitchen environment, bustling with energy and creativity, as our team works together to deliver a top-notch dining experience. Throughout the video, we'll incorporate fun and informative captions to highlight key moments and ingredients, keeping viewers engaged and entertained.

	14.04.2024
	Burger Taste Test Challenge
	In this fun and interactive video, we'll host a burger taste test challenge featuring a selection of our most popular menu items. We'll invite a group of enthusiastic participants to blind taste-test different burgers and share their honest reactions and feedback. The video will capture their excitement and surprise as they discover new flavors and textures with each bite. We'll incorporate playful graphics and animations to add a lighthearted touch to the challenge, keeping viewers entertained throughout. At the end of the video, we'll reveal the participants' favorite burgers and encourage viewers to visit our restaurant to try them for themselves.

	21.04.2024
	Meet the Team: Burger Edition

	In this video, we'll introduce viewers to the talented individuals behind the scenes at Cabana Burgers. We'll feature interviews with our chefs, kitchen staff, and front-of-house team, giving viewers a glimpse into their backgrounds, passions, and roles within the restaurant. The video will highlight the camaraderie and teamwork that defines our restaurant culture, showcasing the dedication and enthusiasm of our team members. We'll include behind-the-scenes footage of our staff in action, preparing delicious burgers and interacting with customers, to give viewers a sense of the vibrant atmosphere at Cabana Burgers. Throughout the video, we'll convey our team's commitment to delivering exceptional food and service, inviting viewers to become part of our extended Cabana family.

	28.04.2024
	
	Set to a catchy and trendy tune, our video follows the hilarious lunchtime adventures of a character named Alex, who just can't seem to decide where to go for lunch. The video begins with Alex standing in front of various restaurants, looking indecisive and scratching their head in confusion. Each restaurant they visit presents a comical scenario - whether it's overly fancy, too crowded, or just not serving what Alex is craving.
As Alex's lunch dilemma escalates, we cut to quick, humorous clips of them trying out different spots, each time ending in disappointment. Finally, with a sigh of relief and a growling stomach, Alex stumbles upon Cabana Burgers restaurant. The moment they step inside, they're greeted by the welcoming team with smiles and a delicious aroma of burgers sizzling on the grill.
The video ends with Alex's face lighting up with joy as they dive into a mouthwatering burger at Cabana Burgers, finally finding the perfect spot for lunch. The scene fades out with upbeat music and a playful message inviting viewers to visit Cabana Burgers for their own delicious dining experience.




To estimate the budget for producing these 5 videos, we'll need to consider various factors such as pre-production, filming, editing, and any additional costs such as hiring models, video maker and the SMM specialist salary.
TikTok expenses, made by author
	Type of an expense 
	Description
	Cost

	Video-maker
	6 hours of work, 5 videos 
	100*6 = 600 reais 

	Rent of the light 
	6 hours
	50*6 = 300  reais 

	Models
	3 models, 6 hours of work + 2 hours for makeup (in total)
	Bartering for the certificate 

	Makeup artist 
	2 hours
	100*2 = 200  reais 

	SMM manager 
	Monthly salary 
	1000 reais 

	Total cost
	2100 reais


[bookmark: _Toc167657758]3.5.3  Mobile app marketing
What's app is a specialized application for the safe and reliable exchange of information through messages and calls. In addition, users can share voice messages, photos, videos, documents, as well as share their location and contacts. It should be noted that not only individuals can register in this application, but also legal entities – companies. With this application, representatives of organizations can build communication with their customers. 
When forming a marketing strategy for Cabana Burgers, this method of communication should be used. In connection with promotions and other marketing campaigns, the organization has the opportunity to collect a database of visitors' phone numbers. Thus, the company has the opportunity not only to collect feedback after visiting the institution and accept customer complaints and suggestions, but also to conduct specialized mailings to increase the percentage of regular customers and retain customers after the first visit. As an example, in this newsletter, the company can talk about its promotions, about the possibility of holding events on the premises of the institution – a children's birthday, about events held by Cabana Burgers itself – a collaboration with another burger and about its staff: about their interests, professional skills and aspirations.
As a result of this marketing move, the company will be able to increase the attractiveness of the brand, as well as increase the level of communication with consumers, which will subsequently lead to an increase in the percentage of returning customers.
[bookmark: _Toc167657759]3.6 Budgeting 
The initial budget for the digital marketing strategy is 6,000 Brazilian reais. Taking into account the selected marketing tools, the expenses in the first month will be as follows:
Total expenses on digital marketing strategy
	Type of an expense 
	Cost

	Instagram
	1850 reais

	Influencers
	1750 reais

	TikTok
	2100 reais

	Total
	5700 reais



[bookmark: _Toc167657760]3.7 Reporting methods and work structure
To assess the effectiveness of the strategy, after the introduction of the strategy, a monthly report is compiled for the client. Every month, information is provided on all indicators from social networks, including comparison with competitors and analysis of the best posts of our and their accounts.
Preparation of a monthly report: A detailed report on the work done and the results obtained is compiled every month. The report includes an analysis of the key performance indicators of the social media strategy.
Performance indicators: The report provides data on indicators such as audience reach, engagement, conversions. These indicators help the client evaluate the effectiveness of the strategy and make informed decisions.
Comparison with competitors: The analysis of competitors' activity on social networks is carried out and their indicators are compared with ours. This allows to identify the strengths and weaknesses of the strategy and find opportunities for improvement.
Analysis of the best posts: The most successful posts of our and competing accounts are analyzed, identifying the factors that contribute to their success. This helps to identify the most effective content marketing strategies.
[bookmark: _Toc167657761]3.8. Recommendations in the future
I recommend introducing the following Internet marketing tools in the future:
• Targeted advertising on Instagram 
Since the account is created from the very beginning, it is necessary to wait until the first 9 posts and all other relevant information are posted in the account, after which it should be continued publishing through targeted advertising on Instagram.  
Thanks to targeting, it is possible to reach a large number of target subscribers by setting up ads only for those users who meet the company's criteria. Targeting also allows to use the retargeting feature, which allows to show ads to those users who have already shown interest in the restaurant. This will help to keep attention and increase the likelihood of conversion. 
• Contextual advertising in Google search engine
Enabling contextual advertising, which will direct users to the restaurant's Google card and instargarm, is an important step to increase visibility and attract the target audience. 
The advantages of contextual advertising are that it allows you to accurately reach your target audience and attract interested users. Cabana Burgers will be able to select keywords related to their products and target specific geographic regions, age groups and other parameters.
This will help to increase the attendance of the restaurant's online resources, increase conversion and increase sales.
The introduction of contextual advertising into the digital marketing strategy will be an effective step to attract new customers and increase awareness of our products.
· Email-marketing
The restaurant should create an e-mailing list for subscribers, which will regularly send news about the restaurant, special offers, promotions and discounts. This will help to keep in touch with customers, inform them about the news and encourage them to visit the restaurant. The use of automated systems for sending e-mailings, as well as conducting A/B testing of headers, texts and design of letters. This will optimize the effectiveness of newsletters and improve their response.
· Collaborations with other brands 
Cabana Burgers can successfully collaborate with other brands, which will expand the audience and strengthen the brand in the market. These collaborations may include collaboration with other restaurants, which will provide an opportunity to share audiences and offer unique joint dishes or promotions. For example, joining forces with cafes specializing in desserts can lead to the creation of interesting combo sets. In addition, collaboration with brands from other fields, such as clothing, can create interesting marketing campaigns and events. For example, holding joint promotions with fashion brands, providing discounts upon presentation of a receipt from a restaurant in a clothing store and vice versa, or creating an exclusive line of branded Cabana Burgers clothing. Such cross-industrial collaborations will help to attract a new audience, increase the loyalty of existing customers and create unique opportunities for brand promotion.

Conclusion
This chapter has developed a digital marketing strategy for the Cabana Burgers restaurant based on a thorough analysis of the target audience, competitors and the market. The main tools of the strategy were: improving current online platforms, social networks – instagram and tiktok, mobile app marketing.
The online marketing strategy of Cabana Burgers should lead to positive results and increase the recognition of the restaurant. 
Recommendations for further actions of the strategy include the introduction of targeted advertising on Instagram, contextual advertising in the Google search engine, email marketing and collaborations with other brands. These measures will help strengthen the brand's position in the market and attract new customers. 
In general, Cabana Burgers' online marketing strategy is an effective tool for achieving success in a modern business environment and allows the company to effectively manage its online presence, attract and retain customers, as well as increase brand awareness and competitiveness.
[bookmark: _Toc167657762]Conclusion
During  this work, a digital marketing strategy was developed for a separate restaurant under the Cabana Burgers franchise. The relevance of this study is due to the need to use digital marketing in modern business. The growing activity of users in the online space and the rapid development of digital technologies make Internet marketing an integral part of a successful business strategy.
The first chapter examined the theoretical foundations of digital marketing, including its role and importance for modern business. The basic principles and tools of Internet marketing were presented, which allowed us to get a general idea of the possibilities of Internet marketing and its impact on the effectiveness of business strategy.
In the second chapter, an analysis of the fast food market in Brazil was conducted to understand the influencing factors on the market. In addition, a survey among the Brazilian audience was analyzed. This analysis provided important information about the preferences and trends of the audience, as well as about the competitive environment. This data became the basis for the development of a digital marketing strategy.
In the third chapter, a digital marketing strategy was developed for the Cabana Burgers restaurant. Optimal channels of attraction were selected and various Internet marketing tools were used, such as social networks, marketing in mobile applications, improving the current online platforms where the restaurant is represented, as well as working with bloggers and influencers.
Taking into account this strategy, it is proposed to take a number of additional measures to strengthen the brand's position and attract new customers. In particular, it is recommended to implement targeting on Instagram next month after the implementation of the strategy for more accurate and personalized audience engagement, as well as launch contextual advertising in the Google search engine to increase visibility and attract target customers.
In conclusion, it should be noted that the digital marketing strategy for Cabana Burgers is an important tool for its development and achieving competitive advantages in the fast food market in Brazil. However, for the company's further success, it is necessary to constantly analyze the market, monitor changes in consumer preferences and actively use new Internet marketing opportunities. Only in this way will the company be able to remain competitive and develop successfully in the long term.
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[bookmark: _Toc167657765]Interview questions
Part 1: Determining the current target audience
1.What methods and tools are used by your company to identify the current target audience?
- How often are target audience surveys conducted?
- Do you use analytical data from social networks and other online platforms?
2. What demographic characteristics (age, gender, location, etc.) are key for your target audience?
- How much detail do you segment your audience?
3.What preferences and needs of your target audience do you consider the most important?
   - How do these preferences affect your product or service?
4. How does the company collect and analyze feedback and comments from customers?
- How do reviews help in understanding the target audience?
5. How often does your company review and update the profile of the target audience?
- What factors can serve as a reason to change the profile of the audience?
Part 2:  Current marketing strategy
1. What are the main digital marketing channels you use to promote your company?
- Why are these channels selected?
2.What metrics and metrics do you use to evaluate the effectiveness of your digital marketing strategy?
- How often do you analyze these indicators?
3. How does the company work with social media to attract and retain customers?
- What types of content do you consider the most effective?
4. Does your company use targeting and retargeting tools in its advertising campaigns?
- How do you assess their effectiveness?
5. What are the main challenges and difficulties you are experiencing in implementing a digital marketing strategy?
   - What steps are being taken to overcome them?
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